





























Have You Ordered.or 
Given Consideration to 
the New Low Prices on 
Axes Given in Our Adver- 
tisement, Hardware Age, 
April 16? 


The merit of Kelly Axes extends through the entire line of Kelly Edge Tools 
CAPITALIZE ON KELLY PRESTIGE 
STOCK THE FULL LINE 








Kelly Axes, Hammers, Hatchets, Scythes, Grass Hooks and other tools are now identified 
with the /RUE TEMPER Tools. 


The additional advantages to the dealer in this 
of Quality are obvious. 





“tie-up” WHEN YOU 


NEED AN AXE 








The illustration on this page is a familiar one: par- 
ticularly with the older members of the hardware 
trade. 

For many years in various forms it has been pro- 
claimed that “Kelly Axes Are the Best.” 

We have claimed for it neither Art nor Dignity but 
we emphasize its statement of fact. 

Upon request we furnish one-column-size electros to 
dealers who wish to increase their publicity and sales 
on Kelly Axes. 


"GET ANY OLD AXE! 

Kelly Axe & Tool Works BUT WHEN YOU NEED AN AXE, 
weed TO CHOP WOOD 

The American Fork & Hoe Co. THEN GET THE BEST 


Charleston, W. Va. 
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MADE TO THE > 


HIGHEST STANDARD-— Yet 
SELLING AT THE RIGHT PRICE 
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ERE are three fast-selling auger bits that are 
money-makers for every hardware dealer who 
handles them. They fit into the kit of all classes 


of mechanics for a great variety of uses, and their sale 
to the handy man and home owner is another profitable 
possibility that should not be overlooked. 

These three bits, like all Greenlee Tools, are made to 
the highest standard of quality. From the selection of 
raw stock, all through the forty-five distinct forming and 
polishing operations, these tools are given only that type 
of workmanship which makes for perfection. And yet, 
due to quantity production and efficient management, 
they are priced so that they really sell—sell at a price 
that satisfies the user and yields a fair margin to the 
dealer. 

The tool illustrated at the top is the No. 12 Extension 
Lip Auger Bit, a tool that has earned an enviable reputa- 
tion because of its form, temper and finish. Here is a 
tool especially designed for the highest grade of cabinet 
work. The one shown in the center is the famous Greenlee 


District Sales Offices: 
New York: 53 Warren St. 
Boston: 34-48 Binford St. 
Philadelphia: 1209 Olive St. 
Nashville: 606 Cotton States Bldg. 
San Francisco: Sheldon Bldg. 


GREENLEE 
TOOL CO. 


ROCKFORD, ILLINOIS 


No. 22 Solid Center. This is the bit of a “hundred 
uses” and is always in demand by thousands of car- 
penters, electricians, plumbers and home owners. The 
third bit shown, the one at the bottom, is the No. 16 
Unispur Electrician Auger. Well known for its easy 
and smooth boring qualities, this tool is the choice of 
mechanics who want good work at high speed. It is very 
fast, boring one inch 

in eight turns. 

Stock these three 
fast movers. Handle » 
a line that sells well 
and creates satisfied 
customers for you. 
Write today for 
prices and literature 
that will help you 
sell. Also give us 
the name of your 
jobber. 





District Sales Offices: 
Los Angeles: 1301 Washington Bldg. 
Seattle: L. C. Smith Bldg. 
Vancouver: 2808 39th Ave. W. 
Montreal: 129 St. Peter St. 


THE GREEN MARK—A QUALITY GUARANTEE—IS ON EVERY GREENLEE BIT AND CHISEL 
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... they're buying 
SUNLIGHT 


When California sold the idea of 
its sunny climate, men moved 
there to buy its land and build 
their homes and businesses. The 
need of more sunlight in modern 
indoor life is acute . . . Lustraglass 
fills this need. 

Lustraglass brings indoors the 
sun’s rays, ultra-violet, infra-red 
and daylight as nature blends 
them. It is the “‘whitest’”’ of all 
glass made for windows... a sup- 
erior product in every respect. 





go er 4 r 





Moffett Apartments, Hollywood, Cal. Leland A. Bryant, Architect. 
Windaws by Soulé Steel Co., Glass by Thompson Glass & Paint Co. 


A glass department stocked with Lustraglass 


U S T R PN G L A S is not only an attractive advertising feature 
Ww N 


FLAT-DRA ; , : 
for your business but it pays an exception- 


transmits a substantial amount ally good year-round profit. No glass can 
Cal ch | “oI compare with Lustraglass for homes, green. 
Bene Morter ultra-violet rays houses, industrial plants and poultry houses. 


BOOKLET A-430 explains why. Write for it. 


of sunlight at 313 mu. and more 


daylight . . . yet costs no more AME RICAN 


than any good window lass. 


WINDOW GLASS CO. 


FIFTH AVENUE PITTSBURGH, PA. 
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“tn ferocious attack of an angry sea does no more damage than a gentle rain when 
the rope effected is Columbian Tape-Marked. Neither the sea nor the rain will injure Co- 


lumbian because it is thoroughly waterproofed rope. 

You have a real talking point when you tell your customers about the waterproofed 
feature of Columbian. It is sealed against the action of the elements and as far as rain, 
snow or any other weather conditions are concerned, Columbian is damage-proof. There 
is no rope as flexible as Columbian, when wet. 


You can fearlessly guarantee Columbian to your trade, knowing full well that the 
famous Columbian Guarantee is found in the rope itself. 


All waterproofed Columbian possesses excessive strength and durability. It is also 
rot proof and will not kink. 


Ask your jobber for Columbian. 


Columbian Rope Company 


352-80 Genesee Street 
Auburn, “The Cordage City,’ N. Y. 


Branches :— New York Chicago Boston New Orleans Philadelphia 


LUMBIAN ci ROPE 
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HIS year a large farm fence “profit cake” awaits our dealers. 

A 5 om A — Dp An advertising campaign— more remarkable than any issued 

in the past—is the knife that will help Zinc Insulated Fence 

dealers cut an extra big slice. Early Spring will find this cam- 

K N ‘s R TO paign in full swing — with full page advertisements in colors 

, appearing in the leading farm papers—the most striking fence 

campaign ever published. Write at once for full particulars— 

Help Yo | o | learn why Zinc Insulated Fence dealers sell more fence than 
any other group. 








CUT THE 1931 FARM FENCE PROFIT CAKE 





1831 oe 
AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago SUBSIDIARY OF UNITED Si)STATES STEEL CORPORATION And All Principal Cities 
Pacific Coast Distributors: Columbia Stee! Company, Russ Building, San Francisco Export Distributors: United States Steel Products Company, New York 
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are winning wide acclaim 
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The Crestoloy Kit 


Sell your customers this 
convenient set of Crestoloy 
Wrenches. Heavy black imi- 
tation leather kit. Compact, 
handy, weighs less than 25 
ounces complete with tools. 
Your jobber has these kits 
in stock. Packed in indi- 
vidual boxes, each wrench 
glassine wrapped. 











RESCENT has scored again, 
this time with the Cresto- 
loy Wrench. Three big feature 
points are responsible for its 
popularity. The Crestoloy 
Wrench is 200% stronger 
than the regular Crescent 
Wrench. Exceedingly hard 
and tough, it’s practically 
unbreakable. Despite its 
strength, this new wrench is 
nearly one-third thinner than 


200% Stronger 
30% Thinner 
Tougher 
than ever 





ordinary wrenches. It is light- 
er weight, better balanced 
with a far wider range of use- 
fulness. Crestoloy Wrenches 
get in the hard-to-reach places 
easily. They promote faster 
action, firmer grip, freedom 
from tired hands. 


We predicted Crestoloy would 
become the fastest selling, 
most popular wrench on the 
market. Our predictions have 
been proved ! Order your sup- 
ply ef Crestoloy Wrenches 
today. They’re backed by the 
unconditional Crescent guar- 
antee. Attractive colored cut- 
outs furnished free. 


CRESCENT TOOL COMPANY 


Jamestown, N. Y. 


CRESTOLOY WRENCH SPECIFICATIONS 


No. Length Capacity Weight 
AC16 6 inches ¥% inches 5 ounces 
ACI18 8 inches 15-16 inches 8 ounces 


AC110 10 inches 1% inches 


13 ounces 
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He’s Satisfied With His Profits 


HERE’S always a smile of satisfac- 

tion when a merchant totals his 
sales for the year and finds his busi- 
ness on a good, sound, profit paying 
basis. 


SRR: 


He keeps abreast of the times and watches what other 
merchants are doing. He pays strict attention te his e 
windew displays and makes frequent changes to keep 
customers interested. 


i 
2 


He follows the weekly market prices in Hardware Age 
and buys advantageously. 


Such merchants often subscribe for extra copies of 
Hardware Age for their clerks. In short, they are suc- 
cessful because they study and adopt the ideas and 
suggestiens that have built success for others. 


These merchants are usually readers of 


HARDWARE AGE 


239 West 39th Street, New York, N. Y. 
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Your Windows are Valuable Now is the/ime to 


Install a Day & Mght Window Display 


% Dearl ScreenWire Cloth 


ECONOMICAL 


» 
LS 


THE METALIN COATING 
ts4 special < 


We carry the Genuine 


WEARS CALVAAMEL 


our 
wer —_ ae 


RAL Timers 


Make YOURS the PEARL Store! 


Be prepared with a fully equipped stock of 
PEARL Wire Cloth—the biggest value to your trade, for it is the most 
ECONOMICAL Wire Cloth and sold on the basis of guaranteed satisfaction. 


IGHT NOW! Add to your profits! 


OUR FREE SALES HELPS 
ARE PROVEN SALES BUILDERS 


Our unusually attractive window display, painted 

in seven colors, permits of illumination at night. 

Five attractive flies, highly colored, with a roll of 

PEARL, add to the forcefulness of the display iden- 

tifying your store as carrying nationally advertised 
A 


40 


PEARL QUALITY—STANDARD 
FOR OVER THIRTY YEARS 


The increasing demand for PEARL is due chiefly to 
its metallic coating, a special process exclusive with 
G & B PEARL, permanently identified by 2 Copper 
Wires in the selvage and our round red tag on 
every roll. Not sold thru Chain Stores or Mail 
Order Houses. 


We supply Sample Distributors in Full Color-—also Free 
Newspaper Electros and Colored Movie Slides With Your Name Thereon 
Order Now! Hitch Your Store to Our 1931 Campaign in the Magazines 


The Gilbert & Bennett Mfg. Company 


New York Georgetown, Conn. 


Chicago Kansas City 


PEARL is made in Regular Grade (12 x 13 Mesh) and 14, 16, 18, 20, 24 and 30 Mesh; also Extra Heavy Grade (14 Mesh only) 


“Outwears Galvanized Cloth Several Times” 
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FOR GREATEST SALES SUCCESS 


USE AN EFFECTIVE 


—MAILING LIST— 


HARDWARE AGE VERIFIED LIST 
Of Wholesale and Retail Hardware Dealers Is Such a List 


IT’S VERIFIED 


Costs $20,000.00 Annually to Maintain. Remaining Copies of the Eleventh Edition Available 


at $1522 PER COPY 


Worth More Than $250.00 Per Copy on Basis of Mailing List Houses Prices. 


ORDER NOW 


USE THE COUPON ORDER BLANK 


HARDWARE AGE (Verified List Dept.), 239 W. 39th St., New York 
Please mail —— copies of the Eleventh Edition of Verified List of Wholesalers and Retailers. Price $15.00 each, postpaid. 


UI BY oinctes ccncscnscccechbeccesct6ess50s0c Pd UURsis sce stenseccsvewces 


PS PRUNE iis wbcccnccwehbnsedahecccsnswtesnsisenbnesonesnderounnseseccpescese 
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wt New 


Monarch Gy tats 





or 
Keepingkoods 
Hot or Cold 






Monarch Food Jug. For keeping 
foods hot or cold. Large opening. 














Siaiiicaidn THE MONARCH FOOD JUG—another of Monarch’s 
nS latest creations—is a splendid example of the ability 
place of table piteher. of this organization to foresee new needs of the public 

Half-gallon capacity. and build merchandise to supply them. True to its 








reputation, Knapp-Monarch leads again. 


Many jugs have been made for liquids, but this is 
the only practical jug ever made exclusively for foods. 
It is just the jug for carrying foods perfectly —the jug 
that every tourist, fisherman or picknicker has long 

wanted. New items of this kind enable you to 
sell several jugs instead of one —and increase 
your jug profits proportionately. 










But while this Monarch Food Jug is an out- 
standing achievement — please remember that 
it is only one item in our 1931 complete line 


MONARCH = ‘ es a re 7 “ : , 
ering USF = of thirteen jugs, in which are included jugs for 
~ iat. every conceivable need — at prices within the 








Knape Monancn Ci 


range of everyone. 








Dealers who stock and push the complete 
Knapp-Monarch line are bound to reap profits 
far in excess of their expectations. 


THERM-A-JUG 
The nationally known Therm- 


a-Jug—one gallon capacity 


KNAPP-MONARCH COMPANY 


e MANUFACTURERS . BELLEVILLE, ILL. « 
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You are invited to write for complete details. 














poe 


Your Customer for Life | 
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“The recollection of QUALITY remains long after the PRICE is forgotten”—E. C. SIMMONS 
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More Ames Shovels 
are sold than 


any other kind 









mAs SMOVEL & TOOL CO 


NORTH EASTON MASS. ANDERSON, IND. 
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PUTTING 
THE U.S.A 
TO WORK 


Wour country is ready to 
help you start sales. The 
United States Mail is at your 
service day and night to carry 
letters and folders and broad- 
sides to your customers. Do 
you use it? 


Your notebook has the names 
and addresses of customers. Get 
them on an envelope and use a 
stamp! 


You have folders on Saws and 
Tools from ATKINS. You need 
not mail a lot of them. You 
should not mail theny generally 
until you have studied what to 
say in a letter with them to get 
customers into the store. 


Try writing a few personal 
letters enclosing a folder of in- 
terest to a few people you know 
should be interested. 


Call attention to the actual 
value of real ATKINS saw and 
tool quality in the real service 
you have found for these saws 
and tools. 








Try writing one letter to car- 
penters, another to mechanics, 
another to farmers, another 
about the home work shop and 
its savings. 

If you are getting to be a real 
salesman these letters will be 
full of enthusiasm and tell facts 
of real interest. And they will 
bring customers to you and 
your store. 

Don’t try to make the entire 
sale by mail. Use it as the first 
step in getting the customer's 
attention to what you have to 
show him. 

Remember—it won't work if 
you don’t try it! 


L§ 





OUTSIDE YOUR STORE 


L, number 15 of the series on “How to Sell Atkins Products,” Sam Sayles 
gets beyond the counter and talks about the origin of sales. Every aggressive 
hardware merchant should read this talk about the places where sales really 


start— outside your store. 


Would you like to receive the complete series of Sam Sayles talks? Send us 
your name and business connection, and we will put you on our FREE mailing 


list. Of course there is no obligation. 












No. 10 
Hack Saw Frame 





Bisre Rubber Handle, 
“easy grip” pattern; hung 
low, directing entire force of 
stroke on a line with the cut- 
ting edge of blade. Frame of 
cold rolled steel, 3/16 inch 
thick and 34 inch wide. Nick- 
eled and” highly polished; 
adjustable to 8 and 12 inch 
blades. Depth under back to 
cutting edge of blade, 3 inches. 


With Atkins SILVER 
STEEL Hack Saw blades. this 
makes an ideal combination as 
Atkins SILVER STEEL Hack 
Saw Blades with the Blue End 
are guaranteed to cut six times 
more metal than any so-called 
Tungsten Blades. 


There is nothing finer to 
make a lifetime friend for 
your store than to sell him a 
good hacksaw blade and 
frame—and that’s Atkins. 


There is a best in everything 
and in saws—it’s ATKINS. 

Ask for Atkins “Saws in the 
Shop” or the “Hack Saw 
Blade” book, if you want a 
lot of good sales talk. 
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HERE TO-DAY AND GONE 
TOMORROW 


UST so long as people have brains, there will 
be changes in life and business. A single new 
idea may change over night the established 

customs of years or even centuries. 

We have seen these changes brought about by 
the automobile, radio, talking pictures, etc. We 
have seen slower, but equally drastic changes in 
merchandise distribution, brought about by over- 
production of goods, chain stores and machine 
vending. Other changes are taking place in the 
manufacturing world, in production methods which 
have existed for centuries—basic methods which 
we had come to believe would never change. 

For example, an entirely new method of making 
carpets has just made its appearance; a method 
which does away with the loom, yet is said to pro- 
duce a floor covering equal to the high grade vel- 
vets or wiltons at one-tenth the cost. The new proc- 
ess consists of embedding the pile in a plastic ma- 
terial, without the use of warp or filling. Then a 
burlap backing is cemented on. 

Besides such construction changes, the changes 
in merchandising seem small, indeed, yet part of 
the irresistible trend toward things new and dif- 
ferent.; As some one has rightly said—you have to 
go like hell these days merely to stand still. 


What Druggists Learned About 
10 Cent Business 


RUGGISTS have experimented with 10 cent 
D items, and have learned much, according 

to Clyde B. Davis in Nation’s Business. 
Now it is admitted that the 10 cent idea has not 
worked out in practice as in theory. 


About a year ago the movement was in full swing 
with about 500 items available to sell at 10 cents 
in drug stores. Ten cent counters were the vogue, 
and druggists were pushing the idea and the mer- 
chandise. Independents in the drug business saw 
in the move a weapon for fighting the encroach- 
ments of the chains. However, they were soon 
disillusioned. They found that their volume 
dropped, their operating expenses increased and 
their profits diminished. They also found that the 
chains retaliated in many cases by cutting the 10- 
cent items and selling them at two for 15 cents. 

Among other things that the druggists have 
learned from the experiment, are: That chain stores 
do not pay the salaries which prevail in independent 
stores; that drug stores like hardware stores are 
not geared to make profits from ten cent sales; 
that women who would make good customers for 
the independents are not drawn into such a store in 
any great numbers simply because that store has a 
10-cent counter. 

The biggest thing they discovered, however, was 
that open display of merchandise is of more im- 
portance than the ten cent idea. Today the trend 
in drug stores is away from the 10 cent goods and 
toward consistent open display of goods that have 
a higher unit value. 

It costs practically as much to sell a ten cent item 
as a dollar one, and the difference in volume in- 
creases overhead. 
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Look Out for 


Another Dose of 


by LLEW S. SOULE 


cross-roads. One route leads straight on up 

the hill to a clear-cut, honest solution of the 
whole problem; the other takes a wide, slow down- 
ward curve that eventually leads back to the orig- 
inal starting point. 


fies utilities question has about reached the 


There is a sort of natural resting spot just at the 
fork of the road; a rather quiet, seemingly peaceful 
spot. But—it is the real “danger spot” of the en- 
tire road. Buried beneath the dust of that short, 
level space are wrecks of numerous other move- 
ments designed to give the merchant his rightfu! 
place in the sun of appliance merchandising. 


Yes, there have been other movements; other re- 
volts against the merchandising tactics of utilities 
companies. Some of them died almost as soon as 
they were born. Others progressed with seeming 
rapidity for a time and then, for no apparent reason. 
petered out. Still others were adroitly side-tracked 
onto that delusive curved road and landed, dazed, 
right where they started. 


We knew all this when HarpwareE AGE started 
this last and most successful movement to clear up 
the utilities question; a movement which has spread 
from coast to coast. In its wake has come even the 
passage of laws prohibiting utilities companies from 
selling merchandise in at least two States—Kansas 
and Oklahoma. It is in the sheer success of this 
movement to date that the present danger lies; the 
natural human tendency to let down on effort; to 
rest before the day’s work is done. 


Right now the time-honored tactics of the utilities 
are billed for another inning; for widely heralded 
“get-together” meetings with merchants; carefully 
worded, vague “half promises”; skillful propa- 
ganda; cooperative investigations and surveys. The 
same old sleeping powders, skillfully administered. 


Don’t misunderstand us. We see and admit great 
possibilities for good in all honestly conceived and 
properly conducted “get-together” meetings. We 
have consistently advocated ‘such meetings. We 
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have just as consistently advocated fair, impartia! 
surveys of the entire utilities question, without res- 
ervations. We believe that the present survey is a 
long step in the right direction. Our objections are 
aimed only at cleverly concealed attempts to side- 
track the main issue. We remember past confer- 
ences in which the merchants were led to expect 
much, but from which they eventually got mighty 
little. We don’t want history to repeat itself at this 
time; we don’t want the independent merchants 
lulled to sleep by “promise” lullabys. Hence this 
warning: “Cooperate to the limit, but don’t let up 
one iota in your own individual and collective ef- 
forts to put merchandising-where it belongs—in the 
hands of merchants.” 


Sacrificing profits or absorbing losses from mer- 
chandise sales in order to build power load is not 
merchandising. Those who practice such tactics are 
not merchants. So long as it is possible for such 
tactics to prevail; so long as there is even a possi- 
bility of merchandising losses being reflected in 
power rates; so long as utilities companies, by vir- 
tue of franchises and guaranteed earnings, possess 
unfair advantages over merchandising competitors. 
the merchants of this country have an unfinished 
job on their hands. ' 


We don’t like to say it, but in the light of past 
occasions we are inclined to view the present fever- 
ish “cooperative” activity of the utilities with a 
grain of suspicion. We can’t help wondering if it 
isn’t just a repetition of the old utility game of tir. 
ing out its opponents by endless delay, so far as 
real issues are concerned. 


We never were in accord with the opening para- 
graph of the “Declaration of Merchandising Prin- 
ciples” which came out of a former cooperative 
movement, and which reads as follows: 

“Since the efforts of the power companies form 
the only continuous means of promoting the sale 
of electrical appliances, we believe the best interests 
of manufacturer, dealer and consumer require the 
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{Sleeping Powders 


continuance of the merchandising activities of power 
companies, etc.” 

The electrical merchandising standards, suggested 
at that meeting, and with which we were in accord, 
were never practised in any general way by the 
utilities. 

We are frank in saying that we likewise are not 
in accord with the opening “agreement” at the re- 
cent cooperative meeting held in New York: “That 
the question is not raised at this time of the righ: 
of a public utility company to engage in the mer- 
chandising of electrical appliances.” 

It would seem to us that this is one of the vital 
things to consider and discuss; that it should be one 
of the things on which the “survey and factual studv 
of merchandising of household electrical appli- 
ances,” now under way, should center. The great 


majority of merchants and some utilities believe 





WAIT A MINUTE! 





APRIL 23, 1931 


Pa 
dea de ¥ 
a 

St 


I CAN EXPLAIN EVERYTHING. 






that a public utility company should not engage in 
the merchandising of electrical or gas appliances. 
The great majority of utility companies believe that 
they should. Why not bring the question out into 
the open; impartially compile the evidence on both 
sides, and at least clear up any misunderstandings 
or misconceptions that may exist. 


Can the merchant be blamed if he fails to enthuse 
over a “cooperative” movement which, to his way 
of thinking, deliberately shuts out that part of the 
utilities question which he believes to be the crux 
of the problem? Can he be blamed for thinking that 
the old “Wear-’Em-Out-By-Delay” machine is agai: 
under way? 

The fight is not over. It’s just getting well started. 
Meanwhile that deceptive cross-roads is just ahead, 
and the dust in the air smells suspiciously like uti'- 
ity sleeping powders. 
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More High Grade Trims 








The Boonville Implement Co., Boonville, Ind., used the creditable display of seeds, 

bulbs, lawn and garden tools above. In sending this photo this firm states that the 

window pictures in Hardware Age give them ideas for their own windows. They’ll 

help you too. The window below by A. Galpin’s Sons, Appleton, Wis., could not fail to 
build prestige for the store. It has class written all over it 
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Too many windows showing spring merchandise cannot be presented at this season. Without crowding, Weed 
& Co., Buffalo, present a lot of lawn and garden needs in the good looking window above, while Brown- 


Follow These Well Arranged Windows in 
Hardware Age Every Week. 
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Rodgers-Dixon Co., Winston-Salem, N. C., combine selling strength with effective decoration below. 
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HETHER your custom- 
ers are “going or com- 
ing” these windows will 


appeal to them and answer 
their needs. Here we have 
porch furniture and screen goods 
at the particular season when 
people are thinking of making 
themselves comfortable during 
the coming warm weather. With 
the gay colors available in this 
merchandise the color scheme is 
predetermined. Strong greens 
dominate, usually, and are com- 
plemented by equally strong 
oranges. Occasionally the hard- 
ware dealer may wish to show 
copper screening. In that case it 
would be well to offset this warm 
color with as much cool blue as 
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will properly balance the dis- 
play. The banner across the top 
of the background is just a show 
card job and is no problem, This 


This is number 
four of the series 
of Hardware Age 
originally de- 
signed window 
displays. These 
windows are 
particularly 
suited to this 
season. 





Timea for Selling Results 


window would look well with 
the floor covered with artificial 
grass, but this is not necessary 
as the merchandise brings its 
own color note. 

In our other window we appeal 
to the customer who would leave 
the home porch for distant parts. 
He will want to travel with the 
least amount of inconvenience, 
so we appeal to that desire. This 
window offers him preparation 
against difficulty, from spare tire 
to flash light. The poster at the 
back is simple and easily made 
and suggests a pleasant thought. 

If you use these windows to- 
gether, orange and green or 
orange and black will make an 
arresting but attractive combina- 
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tion. An orange covering on the 
floor with articles chosen for 
their dark color, relieved by 
bright nickel parts will stop most 
people. 

The streamers of crepe paper 
at the back are easy to make and 
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are Mhese Original 


add greatly to the general en- 
semble. 

More windows next week. 
They will display electrical goods 
and housefurnishings. Watch for 
them and continue to send in 
your good window pictures for 















Displays 


reproduction in HARDWARE AGE. 

P. S. Before washing your 
show windows put from 8 to 10 
tablespoons of vinegar in your 
bucket of clear water; you will 
find it will make the glass shine 
as though it were polished. 


How You Can Make Your Windows Do a Real Selling Job 


O you fully support your 
D window displays? To 

do a real selling job a 
window display, however well 
arranged, should be supported 
by a display of similar merchan- 
dise inside the store. Yet some 
retail merchants put in a cred- 
itable window trim and go off 
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and leave it to its own resources. 
A window is to your store like 
the picture in an advertisement. 
It attracts the attention by its ar- 
rangement and color. When the 
passer-by stops to look at the 
window your merchandise there- 
in does the talking that the body 
matter of the ad does, but if 


when ‘he enters your store you 
do not again call his attention to 
the same merchandise he is apt 
to regard the window merely as 
a decoration, which in that case 
it really is. 

DON’T FAIL TO TIE UP 
YOUR WINDOW WITH AN 
INSIDE DISPLAY. 
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Cast Tron? 


B fo Y, 
and HOW! 


By NAT WYLIE 


Steel Hardware Co. 
Wichita, Kansas 


is not bringing you proper 


ie your stock of cast iron ware 


returns, why not make it , 


profitable as well as necessary? 
It can be done. Let us consider 
some of the reasons why the 
handling of cast iron ware is 
looked upon as unprofitable by 
some dealers. 

In many cases the fault is 
with the dealer himself. Prove 
it? All right, here are. some 
facts that will act as thought pro- 
vokers. Check up on them, and 
we believe that your ultimate 
experience will be the same as 
ours. 

There is some demand for 
cast iron ware. But on the whole 
it is a slow mover unless there 
is a little extra special sales 


effort put behind it. It doesn’t 
readily lend itself to display—it 
is dull appearing in contrast 
with the new, bright and snappy 
kitchen wares now available to 
the housewife. It doesn’t have 
the beauty of color, the graceful 
designs—in short, it doesn’t have 
the sales appeal that the other 
and newer wares have. It is just 
an old stolid, serviceable and 
economical standby that lasts a 
lifetime and does have a place 
among the cooking utensils of 
every kitchen. 

Ordinarily it is kept down 
under the counter or at the back 
end of the store where it is 
seldom seen and only shown 
when there is a call for it. Natu- 
rally, then, it is a slow mover; 
an investment that is bringing in 
no profit. Other newer and more 
attractive items are given the 
preferred display positions and 
it is-left to them to pull the 
housewife’s purse strings. 

However, cast iron ware can 
be made a good profitable item. 
Admitting that it does require a 
little extra merchandising effort, 
the results more than justify it. 
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Our own experience, I believe, 
may be taken as a fair example. 
The Steel Hardware Company is 
a good average hardware store, 
and I am merely stating a fact 
when I say that it is the largest 
exclusively hardware store in 
Wichita, Kan. We are located 
in a good American city of 110,- 
000 with a metropolitan popula- 
tion of 125,000. So we get a 
cross-section of buyers from 
those who want the best to those 
who call for the cheapest. 

When I first joined the sales 
force of the Steel Hardware 
Company, I found a condition 
similar to that in many hardware 
stores—the cast iron ware was 
relegated to the back end of the 
store. About three years ago we 
moved to our new location and 
into larger quarters, and we put 
in new display tables. One of 
these I used to fix up a display 
of cast iron ware. I dusted it off 
and got it out where folks could 
see it—showed them that we had 
it. The results were surprising— 
to me as well as to the rest of 
our sales force. We really began 
to sell cast iron ware! 

“Well,” I thought, “if that is 
what a table display will do to 
this stuff, we’ll just see what hap- 
pens when we put it behind plate 
glass.” I tried it—it worked. I 
fixed up a special display of 
cast iron ware only and put it in 
one of our two big windows. 
Did we sell cast iron ware? Boy, 
and how! We had a special as- 
sortment of skillets—we cleaned 
them out. We sold out entirely 
our stock of a popular sized 
griddle. We had a supply of 
cast iron waffle irons that we had 
almost despaired of ever selling 
—we got rid of every last one of 
them to say nothing of the vari- 
ous sizes of Dutch ovens, kettles, 
corn stick molds, etc., etc. 

That taught us our lesson. No 
longer is our cast iron ware kept 
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hidden from sight. It has a regu- 
lar place in our window display 
program. The display pictured 
at the beginning of this story is 
a typical example. It is constant- 
ly on display on one of our 
tables—it is one of our profit- 
bringing items. 

Of course seasons.play an im- 
portant part in the sales of cast 
iron ware. The best time of the 
year is from the time “the frost 


is on the pumpkin” till Summer 
appears. 

However, it all comes back to 
this old standby fundamental in 
merchandising: Let folks know 
you've got the goods and present 
your merchandise in an attrac- 
tive way—‘Show ’em, tell ’em 
and you'll sell °em.” And one of 
the best ways to get ’em into 
your store so you can tell ’em is 
to show ’em through plate glass. 





A Hardware Convention as Seen Through 
the Eyes of a Woman 


Warsaw, N. Y.—As the daughter 
of a retail hardware merchant, and 
now the wife of a dealer, the ap- 
proach of a hardware convention has 
always aroused my interest and curi- 
osity. But not until Feb. 17, 1931, 
did I have the opportunity to attend 
a convention of the New York State 
Retail Hardware Association, held at 
Rochester, New York. 

Arriving at the large hall about 
ten thirty of the opening day, a 
scene of activity presented itself. The 
sharp, hurried tapping of hammers, 
the moving about of large packing 
cases indicated that the representa- 
tives of many firms were putting the 
finishing touches on their display 
booths. This was not the time to 
view the exhibits. 

' As I knew the morning meeting 
was going on, I took my place 
among the interested listeners. Each 
speaker was enthusiastically received. 
That was readily understood, as I 
listened to their talks. In every mes- 
sage there was a definite contribution 
made to the solution of a retailer’s 
daily problems. There was a decided 
note of practicality sounded by each 
speaker. Too often convention 
speeches are full of excellent theory, 
and the man who comes for help and 
new workable ideas, goes home dis- 
appointed. Personal experiences 
and observations were contained in 
all the talks. The telling of such 
immediately stimulates the idea in 
the mind of the listening dealer, 
“Why, I could try that!” After all, 


that is the fundamental purpose of 
every conference or convention, to 
gain ideas to put into one’s own busi- 
ness. 

The afternoon was spent visiting 
the different exhibits. I traveled up 
one aisle and down another, making 
discoveries of things I had never 
seen. Is there a woman who does 
not enjoy looking at a display of 
new things? (especially where a pur- 
chase is not expected). What house- 
wife can resist the new, colorful kit- 
chenware, the ever increasing devices 
for lessening labor throughout the 
home? I wonder if the representa- 
tives in the various booths realize 
what an opportunity a convention 
gives them to create in the minds of 
women the desire for the latest and 
best,in hardware. My attention was 
called to many articles large and 
small which our home was not 
equipped with, also the knowledge 
that the price of such equipment was 
no longer prohibitive to the average 
housewife’s allowance. Isn’t it an 
established fact that in the purchases 
from the hardware dealer, it is the 
woman’s yes or no that most fre- 
quently determines a sale? There- 
fore if the manufacturer can create 
a desire for a commodity in the 
minds of the visitors to a conven- 
tion, isn’t his sale to the dealer half 
made? Might I suggest that there 
be a real concentrated effort in the 
hardware conventions of 1932 to in- 
crease the attendance of the women? 


(Signed) Mary Louise Webster. 
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Ninth of a Series 
of Short Articles 
for the Man on 
the Sales Floor 


T is very important to a retail 
merchant these days, whether 
or not people like him and his 
employees. Why? Because a 

friendly feeling breeds regular 
customers and the success of a 
hardware business depends upon 
regular customers. And yet—all 
over this country there is a seem- 
ing disregard for this fact that is 
amazing. 

Only recently I was on a train 
with a friend of mine who does a 
large contracting business. In the 
course of our conversation I hap- 
pened to mention the name of a 
large retail firm in his district. 
His face clouded, and he said very 
emphatically, “Well, they have got 
the last blamed cent they will ever 
get out of me.” “What’s the mat- 
ter?” I asked, “Are their prices 
too high?” “No,” he replied. 
“Their prices are fair enough and 
they carry a good line, but I just 
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don’t like to do business with 
them.” 

It took several minutes to get 
the facts from him, and when I 
did, it developed that he had a 
violent dislike for one particular 
clerk in that store. I say “clerk” 
because the attitude of this store 
employee would not allow him to 
qualify as a salesman. ,This clerk 
has an unfortunate habit of argu- 
ing about anything that happens 
to come up. It might not be so 
bad if he confined his arguing to 
his fellow employees, but he 
doesn’t. He argues with every 
one who enters the store, and at 
the slightest opportunity. 

Well—he argued once too often 
with this contractor, and the store 
lost a regular customer. But that 
isn’t all. The net profit from that 
one customer’s account was more 
than the clerk’s salary amounted 
to. That contractor builds houses, 
partly furnishes them and resells 
them. He buys thousands of dol- 
lars’ worth of builder’s hardware, 
roofing, paint, linoleum, gas 
ranges, refrigerators and similar 


Regular 
Customers 







merchandise every year. I hap- 
pen to know that his account with 
the firm mentioned had amounted 
to about $20,000 a year for over 
eight years. I also know that this 
business was handled on a profit- 
able basis, 

It will take a great many ordi- 
nary customers to build up an 
equal sales volume, and still more 
to give an equal net profit. It is 
doubtful if that store can possibly 
develop enough transient trade to 
fill the profit gap. 

Yet, all that loss is due to a 
petty, foolish habit of arguing; a 
habit which always antagonizes 
more people than it convinces; a 
habit which has no place in a re- 
tail store. If you feel that you 
must argue, study law and confine 
your arguments to the court. If, 
however, you want to sell hard- 
ware, avoid anything that tends 
to antagonize customers. Do your 
utmost to make people like you 
and have confidence in you. Show 
them that you enjoy serving them 
and want them to come back to 
the store as a matter of course 
whenever they need hardware. Do 
this persistently, and the bulk of 
those you serve will come back. 
That means more regular custom- 
ers, more volume and more profit 
for the business, with eventually 
more in the way of earnings for 
you. 


Next Week: Courtesy 
Wins by a K. O. 
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They Miake a Nale as Though 
They Want Another 









By F. E. KUNKEL 


ai HEN I started 

in business 

here in 1914, 
I was the first one on 
this street,” says W. A. 
Finch, of Washington, 
D. C. “Now I have three 
competitors, one of them 
a chain store. Yet I 
have had but little dif- 
ficulty in retaining my 
old patrons, because we 
have in this store sales clerks 
who always make a sale as if they 
wanted another one. When a 
customer comes in, he is treated 
as if he had come into the store 
for the first time. We go out of 
our way to extend courteous 
treatment to our customers. We 
play up the service angle. 


Price, the Chain’s First 
and Last Appeal 


“The chain sells on_ price. 
That is the first and last appeal. 
We sell service and quality and 
these are two commodities the 
chain store seldom hands out. 
The whole aspect is to please. 
When a person comes in for the 
first time, this makes an impres- 
sion on them, and when they 
come back for more, they still 
carry away that same impres- 
sion. Every customer must be 
pleased with every transaction 
that takes place in the store. 

“When we promise an order 
for delivery at a certain time, it 
is there when it was promised. 
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W. A. Finch and 
two of his sales- 
men who stress 
the personal 
angle in their 
MON 6.53 6%: 6 


The customer never 

has to call up about 
it and ask where his order is. 
We deliver quickly anywhere in 
the city. We are also able to re- 
tain customers who move to dis- 
tant points, while others moving 
in also come to us. We make it 
a point to tell a customer when 
he moves out of our neighbor- 
hood that he is never any fur- 
ther away than his telephone, 
and that we can still take care of 
him. Whenever customers go 
away in the Summer time, we 
suggest that we can send them 
anything that they may wish by 
parcel post and that we will 
charge them and that they can 
pay for it when they come back 


in the Fall. 
How to Greet a Customer 


“Greeting a customer is im- 
portant. It can be a stumbling 
block in the way of repeat busi- 
ness if not handled tactfully. If 
you can greet the customer by 
name, it always makes a hit. If 
you put yourself out to wait on 
them and let their interests be 


your interests, you build repeat 
and new business. There can be 
no lack of interest in any of our 
salespeople. Whenever we have 
a salesman who shows a lack of 
interest in his store work, we let 
him go immediately. 

“The salesman must know 
how to meet the most exacting 
and critical of customers, with- 
out showing impatience. Get- 
ting acquainted with customers, 
learning their names and study- 
ing their appearance so that they 
will be recognized again when 
they come back is one of the ele- 
ments that we require. Remem- 
bering people readily 
where the salesman shows inter- 
est and practices remembering 
names and faces.” 


comes 


Displays Sell 


“Show ’em and Sell ’em,” is 
a maxim that is well known in 


"every field of retailing, but it is 


well exemplified in Finch’s hard- 
ware store. Bring your goods 
out where they can be seen easi- 
ly and keep your displays con- 
stantly changed and goods soon 
start to move. Hardware and 
housefurnishings well displayed 
are half sold, at least so believes 
Mr. Finch. He finds that people 
that come in can be sold much 
more than they originally in- 
tended to purchase. Good coun- 
ter and ledge or shelf displays 
give them the opportunity of 
seeing and desiring goods that 


they would not have dreamed of 
(Continued on page 28) 
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SERVICE 
FOR THE 
WEEK 


The Consistent Advertiser 
Yet Surely—These Ads Will 








Full assortment of Electrical Supplies at the lowest possible 
price for quality merchandise. Whenever you need Electrical 
Goods be sure to drop in and let us show you our complete 
assortments. 


(Use this space to dis- 
play items and prices) 


STORE NAME AND ADDRESS 











Every home should have a tool chest, for you never know when 
you will need the proper tools to work with. Our tool chests 
are complete with the necessary tools of the very best quality. 
Be sure to see the complete line. 


(List several items 
in tool chests here) 


STORE NAME AND ADDRESS 


We specialize in good tools 
for the household or for the 
careful workman. You will 
find only the best quality 
here for we have always 
aimed to have only the best. 
Prices are most moderate. 


Hammers, 00c. to $0.00. 
Brace and Bits, $0.00 to $0.00. 
Hack Saws, 00c. to $0.00. 
Saws, 00c. to $0.00. 

Screw Drivers, 00c. to $0.00. 
Chisels, 00c. to $0.00. 

Files, 00c. to 00c. 

Planes, 00c. to $0.00. 


STORE NAME 














How to Order 


If you have local stereotying 
facilities, request the complete 
sets of mats of all the adver- 
tising illustrations of these two 
pages, enclosing your check for 
$1.25. If you need mounted 
cuts order them by number given 
under each cut, listing the num- 
bers in a column. Figure the 
charge of 35c. for each cut when 
less than ten cuts are ordered ; 
when ordering ten cuts or more 
figure the charge at 30c. for 
each cut ordered. Enclose check 
with order, please—this saves 
bookkeeping for small amounts. 
Send all orders to 
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ADVERTISING FEATURE 


239 West 39th Street 
New York City 
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Builds His Business Slowly 
Help Build Your Business 
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Now’s the time to Clean-up—Fix-up and Paint-up! It will be 
an enjoyable occasion if you have the proper paints. We are 


! 
Play ball! The good news has featuring the best of everything now at most moderate prices. 


sounded! Are you ready? 
Our Base Ball Supplies con- 
tain only the best of brands. 
Be sure to drop in to see the 
collection. 





(List items in 
Base Ball Supplies) Auto Paint 
Why not paint the car this 
Spring? It’s easy with the 


House Paint 


Only the best known brands 
in all new colors. Priced rea- 

















Fishermen! 


Cool brooks and lakes are 
calling! Are you ready with 
the right equipment? Why 
not drop in and look over our 
complete stocks? 


(List items in 
this space) 





(STORE NAME) 




















them. 





We have full assort- 
ment of all neces- 
sary brushes, steel 
wool, sandpaper, etc. 
Drop in and_ see 


sonable. right paint. 
(STORE NAME) 
(List (List 
items \ items 
here) No. K10 here) 











No. K11 


Lacquer 
A full selection of quick- 


drying lacquer. We have all 
the new colors. 


(Items) 





No. 


Barn Paint 


Paint the barn now! 
have a full line of colors. 


(Items) 


K12 


We 


STORE NAME AND ADDRESS 












APRIL 23, 1931 








They Make a Sale as Though 
They Want Another 


(Continued from page 25) 


taking home otherwise. And so 
with Finch, every square foot of 
space is up to the minute selling 
by suggestion, bringing to the 
front goods that the patron can 
use but may not think of. 

Live displays are constantly 
working to bring more dollars 
into Finch’s till. There. are 
single-deck and double-deck dis- 
plays, for he believes that the 
primary task of interior displays 
is to suggest possible purchases. 
“When they’re in—sell ’em,” is 
his idea of merchandising. An- 
other feature is that he ties up 
his window displays with his 
store displays. Things featured 
in the window are prominently 
displayed as the customer enters 


the store through good display 
suggestions when they are mere- 
ly passing by. 

“Our sales increased at least 
30 per cent since we put in cen- 
ter display tables,” says Mr. 
Finch. “They have been a big 


help. With the open display, 
people can see things that they 
wouldn’t think of if they did not 
see them. Each item is price 
tagged so they know exactly 
what they have to pay for it. 

“Here is the cutlery case in 
front and one in back of the 
store. Here is an open top table 
where I keep all kinds of plumb- 
ing fixtures that the janitor of an 
apartment house can use. And 
underneath the shelves, I put ad- 
ditional things to suggest other 
possible needs. 

“The open table display is not 
only an invitation for customers 
to look at the merchandise and 
see what they are getting, but it 
also does away with the old- 
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fashioned idea of standing out- 
side the counter and viewing the 
goods that they are buying from 
a distance. It gets your clerks 
from behind the counters and 
eliminates barriers.” 


Window Displays 


Window displays are changed 
every two weeks and are de- 
signed to bring before the public 
merchandise that the store de- 
sires to push or which is sea- 
sonable. A study is made of 
what is likely to appeal most 
strongly to the passer-by as well 
as to customers who stop to ad- 
mire the window before entering 
the store. 

“We use direct mail advertis- 
ing frequently,” says Mr. Finch. 
“Our mailing list is made up of 
customers and of names given us 
by them. We believe that a mail- 
ing list of customers is the best 
aid to direct selling. 

“We religiously inclose circu- 
lars with each monthly state- 
ment, and if the customer’s ac- 
count is paid up, we send them 
circulars to bring them in. One 
of the best circulars we have 
ever used to sell paint was one 
entitled: ‘Simple Rules for Suc- 
cessful Painting,’ which told 
them how to prepare the surface, 
how to handle old and new work, 
how to apply paint, enamel, var- 
nish or lacquer, how many coats 
would be required, drying, sand 
paper, types of brushes to use, 
etc. People not only kept these 
around the house, but they spoke 
to their friends about them, and 
they came in and asked for these 
circulars. It impressed them and 
they had confidence in our paint 


products. We do a very large 
paint business. In fact, paint is 
one of our biggest sellers. 

“We exercise great care in ex- 
tending credit. We look up each 
applicant through the credit as- 
sociation, and if they do not look 
good to us, we simply turn them 
down cold. We take no chances. 
We try to come as near to doing 
a. cash and carry business as we 
can, but when a customer asks 
for credit, we try to accommo- 
date him if his credit standing 
is good.” 


Average Sales Boosted 200 
Per Cent Through Studied 
Store Courtesy 


Some time ago there was an inter- 
esting check-up by the paint trade. 
This test covered a great many shop- 
ping experiments in nearly 200 cities. 
The retail paint-store clerks were 
marked on 10 counts or factors in 
efficiency. Amazing as it may seem, 
the critics felt obliged to rate the 
mass of the sales force in that trade 
as “Poor” to “Terrible” in eight of 
these ten qualities. Only 5 per cent 
of the salesmen were classified as 
“Excellent.” Ninety-five per cent 
were regarded as lacking in initiative. 
You can be sure that enterprising 
trade has been right after that situa- 
tion. 

I heard recently of a real “clinical 
experiment” to determine the part 
played by courtesy in increasing re- 
tail sales. One day, when employees 
in a certain store, following instruc- 
tions, waited on people with only or- 
dinary courtesy, the average sales per 
customer amounted to 28 cents. The 
following day, the clerks were in- 
structed to show extra courtesies— 
making a special effort to find the 
exact article to fit each customer’s 
needs—showing a genuine sincerity 
in rendering good service. The re- 
sulting average purchase was 90 
cents. 

There is the answer—business in- 
creased by more than 200 per cent, 
simply through the exercise of a most 
agreeable and gracious form of retail 
sales-efficiency, which does not cost a 
cent—that is, it does not cost the 
storekeeper anything.—Dr. Julius 
Klein in radio talk over Columbia 
System. 
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He Spoiled 
Gas Company’s Big 
Special Sale 


And MADE 
MONEY While 
Doing It 


HARLES LEHMKUHL of the 

Lehmkuhl Hardware  Co., 

Wahoo, Neb., spoiled the lo- 
cal gas company’s Big February spe- 
cial sale in Wahoo by active aggres- 
sive merchandising methods.  Al- 
though the Nebraska legislature was 
at that time considering a bill to 
prevent Utilities from selling appli- 
ances—he did not sit back and wait 
for the law to be passed. He rolled 
up his sleeves and helped himself. 
“Bills in the legislature may not 
pass,” said Mr. Lehmkuhl, “and 
whether this bill passes or not, re- 
lief from that source would come too 
late to help me in the present situa- 
tion.” 


How He Did It 


Natural gas had been in Wahoo 
only a few months, and things were 
just warming up nicely when the gas 
company opened up with an offer 
of 10 per cent reduction on all ap- 
pliances sold by them during the 
month of February. Here are the 
three pieces of merchandising strat- 
egy that enabled Lehmkuhl to spoil 
that sale and get the business for 
himself: 

1. Local advertising. 

2. Canvassing. 

3. Stocking the very latest designs 
of ranges. 


As is usual in such cases, the gas 
people let it be known immediately 
that gas would be piped into the 
homes free of charge, and the con- 
nections made free, if the appliance 
were bought from them. Lehmkuhl 
lost no time in determining that the 
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gas company would also pipe the gas 
to homes free, in cases where he sold 
the appliances, and he immediately 
advertised that fact to prospective 
customers. As for hooking up a 
range Mr. Lehmkuhl let it be known 
in no uncertain terms that his men 
were fully capable of connecting a 
range or any other appliance in the 
home. 

Next he printed large hand bills 
advertising his ranges with appropri- 
ate pictures; drawing attention to the 
fact that they were masterpieces of 
gas range art, and up to the minute 
in design. He named the price in 
his hand bills, and offered 5 per cent 
discount for cash. Practically the 
same advertising was used by him in 
the local Wahoo newspaper and soon 
people began to answer the ads and 
come in to look at the equipment. 


How He Advertised 


In his canvassing, in his advertis- 
ing, and in his sales talks on the 
floor of the store Mr. Lehmkuhl 
stressed the fact that his stock was 
the very latest in design, and of the 
type demanded by up-to-the-minute 
housewives. Gas ranges have 
changed a good deal in design re- 


cently, and Mr. Lehmkuhl decided 







to have the latest and most attractive 
ones he could find. 

However, Mr. Lehmkuhl gives the 
gas company credit for maintaining 
prices most of the time. “They have 
given us very little trouble with re- 
gard to price cutting,” he said. 
“They did come out with a special 
offer of 10 per cent off, but that was 
for one month only. /t was to be 
their big February drive. About that 
time I got busy with my advertising 
and canvassing, and even the utility 
company admits that I spoiled their 
big February sale. 

“Of course, they make it difficult 
for us with their policy of selling at 
a small amount down, and a year to 
pay the balance, without interest. 
They also have the advantage of 
being able to add the monthly in- 
stallments to the gas bills. However, 
I stress my offer of 5 per cent for 
cash, and when a time sale is made, 
I arrange the terms at the time of 
sale to suit the customer and myself. 

“Many people have taken advan- 
tage of the 5 per cent cash discount. 
In fact over half the ranges I have 
sold have been for cash. In many 
other cases my customers have either 
paid one-half or one-third cash. I 
really haven’t very much outstanding 
on these sales, and I have done a 
very acceptable business on gas 
ranges and appliances.” 

In Wahoo the Utility Company 
does not own the electric light and 
power plant. That belongs to the 
municipality, although it is said that 
the town has received offers consider- 
ably in excess of the physical value 
of the plant. 

Meanwhile Charles Lehmkuhl con- 
tinues to get his share of the ap- 
pliance business in his community, 
by going aggressively after that busi- 
ness. 


“In his advertising he stressed 
the fact that his stock was the 
very latest in design.” 
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DESIGNS 


im 
Builders 


Hardware 
Don’t 


Just 
Happen 


By J. M. WITTEN 


HE trend toward modern- 
[in now embraces _build- 

ers’ hardware and stylists 
are as busy following the style 
trends and developments as in 
other fields of business. This is 
accomplished through observa- 
tion on the part of sales repre- 
sentatives who maintain close 
contacts with the building trades, 
and actual calls for new designs. 
Frequently the tendency toward 
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Illustrations Courtesy 
of Yale & Towne 
Mfg. Co. 


a new design is even anticipated 
before the need actually devel- 
ops. In the latter case the grow- 
ing trend toward a new design 
may first become apparent in 
such unrelated items as textiles, 


Illustrations Courtesy of Yale & Towne Mfg. Co. 


Where beauty and style are incorpo- 
rated in your builders’ hardware. 


silverware and other items in 
which style is considered an im- 
portant factor. If it becomes ap- 
parent that the new designs in- 
corporated in the type of articles 
mentioned are finding favor with 
the general public, this is a fair- 
ly good indication that builders’ 
hardware, employing the same 
decorative note, would likewise 
enjoy popularity. New designs 
in builders’ hardware don’t just 
happen. 


Obstacles Often Met 


Inherent limitations sometimes 
restrict adapting a new design in 
every particular. In this connec- 
tion it should be remembered 
that the “trim” must first serve 
its primary utilitarian and me- 
chanical purpose and its deco- 
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rative features must be relegated 
to secondary consideration. Ob- 
stacles which sometimes confront 
the design department when 
adapting a new design which pre- 
vents attaining a purely 100 per 
cent result are of varying char- 
acter. As examples, the design 
of an escutcheon plate is some- 
what limited, due to the fact that 
provision must be made for 
screw holes, which may mean 
some sacrifice in appearance. 
Other limitations encountered 
are presented by the obligatory 
placement of the knob and cylin- 
der and the method which will be 
used for attaching the lock. When 
door manufacturers introduced 
thinner doors, still another re- 
striction was placed upon design. 
Separate door knob roses and 
small key escutcheons were prac- 
tical and satisfactory for a thick- 
er door, but.on the newer, thinner 
doors, so: little space was left to 
hold: the screws on the knob 
roses, after the lock had been 
mortised in, that the thrust the 
knob received loosened the 
screws. To avoid this difficulty 
on thin doors, escutcheon plates, 
while still smaller than those 
used in earlier designs, are long 
enough that the screws are placed 
above and below the lock mortise 
where they may be firmly driven. 


Lock Type Must Be 
Considered 


In developing a new design, 
the first factor to receive consid- 
eration is the type of lock the 
design is to be associated with, 
as it might be either a wing bit 
key lock or a cylinder lock. On 
the latter type an area must be 
allowed on the escutcheon plate 
to accommodate the cylinder. A 
means, however, has been devised 
which reduces this space neces- 
sary considerably. By this meth- 
od the cylinder plug alone ap- 
pears on the plate, the cylinder 
face being concealed underneath 
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the escutcheon. The same trend 
toward smaller, less conspicuous 
escutcheons has in this instance 
also been responsible for a me- 
chanical change. 


How Designs Originate 
In evolving a new design it is 


the practice of the Yale & Towne 
Mfg. Co. to have several differ- 





Builders’ hardware has 
moved into the stylist’s do- 
main. The same influence 
that determines the lines of 
silverware, textiles and 
dresses is now frequently at 
work upon escutcheons for a 
new building. 

This is the first of a series 
of four interestingly written 
articles telling how these new 
designs are made, and how 
current architectural trends 
influence them. 

You will find here informa- 
tion that will help you to more 
effectively present the line to 
your customer or prospect. 
Follow this series which will 
be continued next week in an 
article about the effect of 
modern art upon builders’ 
hardware designs. 









ent patterns, all 
embodying the 
lines of the pro- 
posed new de- 
sign, sketched 
by accomplished 
artists. After 
this is done the 
sketches are then submitted to the 
sales manager, who selects the 
one most suitable design from the 
several which have been sub- 
mitted. The sketch of the chosen 
design is then developed to a fur- 
ther degree, and as the next step, 
which is indicative of the precau- 
tions taken to have a design cor- 
rect in every possible detail, a 
plaster model is made. In this 


manner the third dimension is 








shown and a better conception 
may be obtained. 

Frequently, after the plaster 
model is inspected, other changes 
and refinements are made. When 
it is felt that it would be well to 
have the opinion of the building 
trades on a new design, as was 
recently the case, several metal 
samples were prepared and a 
number of representative archi- 
tects were visited and asked to 
express their preference. This 
procedure exemplifies the fact 
that manufacturers feel that they 
cannot always be positive that 
their judgment is infallible. 


Two Classes of Designs 


Modern design, as interpreted 
by this company, is divided into 
two different classes. In the first 
class the motif is restricted to 
simplicity in every particular. 
Conservative designs having 
rugged, straightforward lines, 
which seem to personify the pres- 
ent age of mass production on 
every hand, and which are in 
harmony with the “set-back” fea- 
tures utilized in constructing sky- 
scrapers, are employed to carry 
out the modern motif. It is to 
this class that the builders’ hard- 
ware industry is justifiably and 
wholeheartedly aligned. They 
believe simplicity and conserva- 
tism will be the tenets of the 
more lasting modern version. 

On the other hand, many favor 
the extreme applications of mod- 
ern art in builders’ hardware. 
The consensus of opinion is that 
this form of modernism will 
quickly pass. However, there is 
no denying that a considerable 
demand does exist for the so- 
called “‘jazz’’ designs in builders’ 
hardware and the customer can 
secure them if he so desires. 

Builders’ hardware of modern 
design has found greater favor 
for large office buildings and 
similar structures than for the 
residential type of construction. 
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This is due to the fact that it car- 
ries out the motifs of the larger 
buildings more appropriately 
than it does when applied to 
dwellings. While some tendency 
toward modern art has made 
itself evident in residential con- 
struction, this tendency has not, 
as yet, grown pronounced and 
has confined itself largely to its 
applications as an interior deco- 
rating medium. Few homes have 
been constructed embodying 
modern design in their archi- 
tectural features. In most new 
homes the designs of earlier and 
more familiar “schools” are re- 
lied upon almost exclusively. 

In some modern designs of 
builders’ hardware the lines. 
however, are so simple and at- 
tractive that they harmonize and 
can be appropriately used in con- 
nection with several of the older 
“schools.” 


Wrought Simulates Cast 


In stamped builders’ hard- 
ware, sometimes called wrought, 
which is “struck-up” by die 
presses from sheet metal, the 


manufacturer has always striven 
to give the finished product the 
appearance of having been cast 
from solid metal. In_ other 
words, stamped work produced, 
closely imitates cast designs. 
Turned edges with considerable 
depth give the stamped article 
the appearance of being solid, 
which is further accentuated by 
the sharp corners, which are in- 
sisted upon. The effect of this 
simulated cast appearance is 
shown in the accompanying il- 
lustrations of “Yale” escutcheons. 

In recent years a larger num- 
ber of base metals than ever be- 
fore are being used in manufac- 
turing finishing hardware. The 
same is true with regard to the 
number of finishes available. 
Brass, bronze and iron are old 
in the art. However, several 
newer base metals are being used 
more and more. On all of these, 
some forty or more different 
standard finishes can be applied, 
while almost innumerable _fin- 
ishes may be specified upon spe- 
cial orders. Means for chromium 
plating builders’ hardware have 





Pittsburgh Firm Sponsors Basketball Team 
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been perfected after considerable 
effort and the demand for this 
finish is growing rapidly. 
Stainless steel, monel metal 
and aluminum also are gaining 
popularity as builders’ hardware 
metals, especially for use in bath- 
rooms, barber shops, hospitals, 
restaurants and similar places 
where a non - rusting, non - cor- 
roding finish, which will retain 
its luster, is desirable. It is in- 
teresting to learn that almost im- 
mediately a new metal is devel- 
oped the public begins to ask for 
it in builders’ hardware. This is 
a result of the fact that just as 
soon as a new metal comes into 
prominence its makers start to 
exploit its advantages and vari- 
ous uses, with the result that a 
consumer demand is created. 
Whereas twenty years ago 
practically all of the builders’ 
hardware trim was of matching 
design on almost every job, at 
the present time designs are not 
often carried out so extensively. 
This is especially true of “stock” 
jobs, and the trim is usually 
specified to match perfectly. 


team as a part of its advertising 

program enabled the Beighley 
Hardware and Tool Co., 240 Dia- 
mond Street, Pittsburgh, to bring its 
name before more than 5000 people 
in the 36 games played in the season 
just ended. The team, pictured in 
the above illustration, travelled un- 
der the name of the Beighley Boys, 
and in competition with the better 
light first class teams within a radius 
of 100 miles of Pittsburgh, won 24 
of the 36 games played. Only one 
member of the team is a member of 
the Beighley organization, the others 
having been recruited from city’s 
amateur ranks. Last season was the 
team’s first year. 

Although the Beighley company 
does not handle sporting goods the 
activity of the basketball. team pro- 
vided an excellent opportunity for it 
to keep its name before the public as 
a dealer in tools, radios, cutlery and 
electric machinery and appliances. 


GS er par of a basketball 
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These ads torn from 
the daily newspapers 
indicate how all lines 
of retailing are af- 
fected by the lack of 
efficiency. Dr. Klein, 
Paul D. Converse 
and R. G. Dun & 
Co., here furnish 
data as to some of 
the reasons 


Most 


Business 


Are Caused 


by 
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DR. JULIUS 
KLEIN 


Incompetency Says Dr. Julius Klein 


NCOMPETENCY causes the 

greatest number of business 

failures, according to Dr. Julius 
Klein, Assistant Secretary of Com- 
merce. He based this conclusion 
upon supporting data obtained by 
the Department of Commerce in mak- 
ing a thorough study of the reasons 
for retail business defaults. Inex- 
perience coupled with lack of capac- 
ity or ability was found to be the 
principal cause. Relative to this, 
Dr. Klein said: “Retailing demands 
scientific training and study. Lack- 
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ing that, the would-be retailer is in 
a highly precarious position, and 
failure is likely to be hovering close 
by.” 

Less than 2 per cent of the retail 
failures investigated by the Depart- 
ment were attributed to competition. 
In commenting upon the independent 
retailer’s ability to meet other forms 
of competition, Dr. Klein said: “The 
independent retailer can, in most in- 
stances, withstand competition if he 
is prepared to meet the principal 
challenge embodied in competition— 


the challenge of efficiency. If his at- 
titude is right, if his approach to the 
problem is practical and scientific, if 
he is mentally equipped and tempera- 
mentally fitted to introduce methods 
of rigid efficiency, in addition to his 
appealing advantages of special ser- 
vices, deliveries, credit facilities, etc., 
he can weather the storm of competi- 
tion and come through with flying 
colors. That has been proved in 
many instances.” 

Dr. Klein also declared that there 

(Continued on page 56) 
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Cuicaco, ILt.: Is the Braunsdorf- 
Muller Co., Elizabeth, N. J., still in 
business? If not, who is their suc- 
cessor ?—L. Stauber Hardware Divi- 
sion of Ace Stores, Inc. 

ANSWER: (1) No. (2) The same 
line is being made by the American 
Swiss File & Tool Co., 400 Trumbull 
Street, Elizabeth, N. J. 


* * * 


York, Pa.: Where can the Hag- 
strom latch for secret doors be ob- 
tained ?—Anderson Hardware Co. 

ANSWER: Hagstrom Mfg. Co., 
Glen Cove, N. Y. 

* * * 

SouTtH BROWNSVILLE, Pa.: Who 
makes the Vulcan Chilled Plow?— 
Brownsville Hardware Co. 

ANSWER: Farm Tools, Inc., 
Mansfield, Ohio. 

* * * 

FRANKFORT, Ky.: What manufac- 
turer produces a family size acetylene 
gas family range?—J. J. Brislan. 

ANSWER: The J. B. Colt Co., 30 
East Forty-second Street,, New York 
City. 
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Pontiac, Micu.: Where can Sign 
Tex, an especially prepared sign 
cloth, similar to Sanitas, be pur- 
chased?—The Bee Hardware Store. 

ANSWER: Edson Moore & Co., 
West Fourth Street, Detroit, Mich. 


* * * 


Santa Fe, N. M.: What importer 
in New York handles a line of French 
Colonial Picket Fence, which is sold 
under the trade name of “Norwood”? 
—Beacham-Mignardot Hardware Co. 

ANSWER: Potash-Marl, Inc., 15 
East Fortieth Street, New York City. 


* * * 


Kincston, Pa.: What manufacturer 
produces a motor-driven safety razor 
blade sharpener ?—Dan Baker. 

ANSWER: The Strong Machinery 
& Supply Co., 121 Spring Street, New 
York City. 

* * * 

New York City: What manufac- 
turers produce inexpensive nickel- 
plated service trays?—R. K. Carter 
& Co. 

ANSWER: The New York Stamp- 
ing Co., 119 North Eleventh Street, 
Brooklyn, N. Y.; The Ray Manufac- 
turing Co., 1495 Niagara Street, Buf- 





Who Makes Ir? | 


Questions recently 
answered by the 
Hardware Age Buy- 
ers Catalog Depart- 
ment are reprinted 
for the information 
of other readers. 
The following have 
been selected be- 
eause of their gen- 
eral interest. 


falo, N. Y., and the Worcester Pressed 
Steel Co., Worcester, Mass. 
— * * * 

Cuester, N. Y.: What company 
manufactures Niagara Celery Dust 
and Niagara Potato Dust?—Chester 
Hardware Co. 

ANSWER: The Niagara Sprayer 
& Chemical Co., Middleport, N. Y. 


* * * 


Brook.yn, N. Y.: What manufac- 
turer makes Alligator Steel Belt Lac- 
ing ?—Cohen & Harrison. 

ANSWER: The Flexible Steel 
Lacing Co., 4607 Lexington Street, 
Chicago, Ill. _ 

* * * 

DANVILLE, Pa.: What company 
manufactures Common Sense Toilet 
Tissue ?—-Coles Hardware. 

ANSWER: The Sunquoit Paper 
Co., New Hartford, N. Y. 

* * * 

Dansury, Conn.: What manufac- 
turer produces a receptacle for used 
razor blades for installation in mod- 
ern bathrooms ?—Danbury Hardware 
Co. 

ANSWER: The Gem Safety Razor 
Corporation, 62 Lawrence Street, 
Brooklyn, N. Y. 

c * * 

ATTLEBORO, Mass.: What is the 
address of the French Bird Seed con- 
cern?—William Flynn & Son. 
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ANSWER: The R. T. French Co., 
Rochester, N. Y. 


x % * 

New Brunswick, N. J.: What 
manufacturer produces sparrow 
traps?—M. Frisch Sons. 

ANSWER: The Crescent Co., 
Toms River, N. J. 

* * * 
New York City: Who makes 


the metal milk bottle cap opener, 
sample of which is enclosed?—T. A. 
Gaynar & Co. 

ANSWER: The J. L. Sommer 
Mfg. Co., 251 New Jersey Railroad 
Avenue, Newark, N. J. 


*% * * 


Morristown, N. J.: What com- 
pany manufactures Rex A. A. Tool 
Bits?—Joseph Glick. 

ANSWER: The Crucible Steel Co. 
of America, Pittsburgh, Pa. 


* * * 


MINNEAPOLIS, MINN.: What com- 
pany produces collapsible channel 
steel saw horses?—Hall Hardware 


Co. 


ANSWER: The Toledo 
Steel Co., Toledo, Ohio. 


* * * 


Pressed 


New York City: What manufac- 
turer makes the Open Right can 
opener ?—M. E. Hastings. 

ANSWER: The H. C. Cook Co., 
Ansonia, Conn. i 


* * * 


LaraMIE, Wyo.: What company 
manufactures steel recipe boxes ?— 
The W. H. Holliday Co. 

ANSWER: The Patent Novelty 
Co., Fulton, Ill. 


* *% * 


KITCHENER, ONT., Can.: What is 
the name of the firm in Webster City, 
Iowa, that manufgctures insulated 
jugs?—The T. Hymmen Co. 

ANSWER: The Therm-A-Jug Co. 
of America, Inc., Webster City, Iowa. 


* * * 


PHOENIXVILLE, Pa.: What com- 
pany manufactures Health-O-Meter 
bathroom scales ?—Keinard Bros. 


ANSWER: The Continental Scale 


Works, 5701 Claremont Avenue, Chi- 
cago, Ill. 
¥* * * 

New Britain, Conn.: Please pro- 
vide the names of several manufac- 
turers of glass aquariums.—Koloo- 
ney Bros. 

ANSWER:  Beldes Aquarium, 
2141 Crest Avenue, St. Louis, Mo.; 
Hans Jensen Mfg. Co., 2835 N. Lock- 
wood Street, Chicago, IIl., and the 
H. C. Fry Glass Co., Rochester, Pa. 


* * * 


BETHLEHEM, Pa.: What manufac- 
turer produces the Knickerbocker 
gun?—The J. S. Krause Hardware 
Co. 

ANSWER: The H. T. Folsom 
Arms Co., 314 Broadway, New York 
City. *% * * 


Los ANGELES, CAL.: Where can a 
device for holding and measuring 
poultry netting be obtained?—J. 
Guilfoyle, Managing Director, South- 
ern California Retail Hardware Asso- 
ciation. 

ANSWER: The Way Jack Co., 
Inc., Poughkeepsie, N. Y. 








Loyalty Starts at Home 


a local newspaper, with the brief but forceful comment: 


J H. COUDEN, Manlius, N. Y., sends the following clipping from 


oa se =e 
vertising as IS advertising. 


“Several years ago we stepped up to wait on a stranger. 


“Ad- 
The clipping follows: 


Wanted to price quite a few hand tools. 





‘New 


man around here, aren’t you?’ ‘Well, I’m from Minoa, but I thought may be I could buy *em cheaper over 


here.’ 


wool and a yard wide, sound, kind and gentle, and he’ll sell you just as cheap as I will.’ 


told Flanigan that. 


‘Well, sir, I suggest you go back and see your home town hardware dealer, C. H. Flanigan, he’s all 


So he went back and 


“Several years passed rapidly, as they have a surprising habit of doing, and last week two ladies stopped into 
Flanigan’s store and asked to be shown one of the latest fast-as-gas Perfection oil cook stoves. 
“With pleasure, here it is, by the way, where are you ladies from?’ ‘We’re from Manlius, Mr. Flanigan, but 


we were driving by and saw this in your window and thought we'd stop in and see it.’ 
to show you all about it, but you go back and see Mr. Couden. 
first class shape and the stove’ll work fine.’ 


‘Well, now, I'll be glad 


He’s all right, and will take care of you in 
So they did, and Mr. Couden did, and the stove did. 


“So, if any of you folks want anything in oil cook stoves, from the very latest fast-as-gas Perfection models 
to some moderate priced ones as low as $22 complete, come in and see the display of oil stoves here at Couden’s 


Hardware, Manlius. 


“And if you want to know what a fine man either Flanigan or Couden is, why, ask either of us 


hid 
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By HENRY FROMMES 


HERE the dealer con- 
siders himself in the 
light of the most compe- 


tent and effective salesman in his 
store—where he is able to disen- 
tangle himself in a measure from 
the routine of store management 
—the results are quickly seen in 
more profits during dull periods. 

In an investigation recently 
made by the U. S. Department of 
Commerce, it was found that the 
owners of the smaller hardware 
stores and buyers of departments 
—the two and three-man setups— 
the dealer or buyer spends too 
much time on purely routine mat- 
ters and too little out on the “‘fir- 
ing line” where sales are made 
and where profit or no profit is 
largely determined. In some 
cases it was found that dealers 
only give a helping hand on the 
sales floor during very busy pe- 
riods when help cannot handle 
the situation. 

Personal Selling 

On the other hand, in numer- 

ous successful though small hard- 


ware businesses the dealer has so 
worked himself free from rou- 
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Show Me a Dealer 


Who Personally Sells 


tine management matters as to 
put in the larger proportion of 
his time contacting customers 
and with excellent results. 

As an antidote for reduced 
business volume, this personal 
selling on the part of the man- 
agement has amply proved its 
effectiveness in getting better re- 
sults through personally super- 
vised sales people as well as in 
getting better results in sales di- 
rectly from the dealer’s own 
efforts. 


About Store Management 


“Store management” in the re- 
tail end of the trade embodies 
numerous sub-divisions of activ- 
ity, one of which, naturally, is 
selling. In the very large stores, 
of course, the other duties of 
management preclude any great 
amount of active selling on the 
part of the management. But 
such stores as these are the ex- 
ception and not the rule. 

A great many of the purely 
routine duties embodied in “store 
management” can be delegated 
to helpers whether they are few 
or many. For instance, manage- 
ment today concerns itself large- 
ly with these duties: 

(a) Buying 

(b) Accounts 

(c) Bill paying 
(d) Stock keeping 
(e) Display 

(f) Sales 


While they all are important 
in making the business profitable, 
they are by no means so directly 
connected with turnover and profit 
as are sales and selling. What 
the retail trade needs today is to 
watch the sale of the moment and 
to throw every bit of intelligence 
and effort in the direction of cus- 
tomer contacts. 

Consider one of the smaller 
retailers. He can either carry 
the whole burden of manage- 
ment (minus selling) on his 
shoulders and place the burden 
of sales on help. Or, he can ap- 
portion management among his 
helpers and supervise them, thus 
allowing a large proportion of 
his time in meeting with and serv- 
ing the customers upon whom he 
must depend for patronage. 
The result is that not only is the 
best salesman in the business 
where he ought to be at a time 
when he is most needed there. 
but he is just where he can assist 
the others who are engaged in 
selling for him. 


Most Important 


This idea, which has taken root 
in the retail end of the trade in 
recent weeks, is, of course, based 
upon the belief that sales are 
really the most important part of 
any retail business during times 
of depression. 

If it is agreed that this is true, 
anything that will put the maxi- 
mum selling power available to 
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work on sales and keep it there 
is a wise policy. 

A report issued by one of the 
large university business exten- 
sion services shows that the av- 
erage dealer fails to look upon 
himself as a salesman. He is in- 
clined to regard himself as a 
business man, engaged in a man- 
agement job in which sales is 
only one important division of 
effort. He may sell and contact 
customers very frequently, but 
nearly always this is the result 
of a rush in the store and a call 
for help from his sales people. 

This same report showed the 
following average division of 
time: 


Per Cent of 

Personal Time 
Buying contacts. 18 
Accounting .. . 39 
Stock inventory. 15 
Selling - 12 
General management. 16 


Many retailers waste motion 
in purely routine store duties. 
Simplification of methods would 
give greater freedom for selling 
that is so necessary at the present 
time. 


As To Sales People 


No matter how competent and 
willing the average sales person 
may be, it is seldom possible for 
him to do a 100 per cent selling 
job without the guidance and per- 
sonal help of the dealer himself. 
This is borne out in investiga- 
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tions of sales records in numer- 
ous retail stores in the trade on 
the part of this writer as auditor. 
Let me quote the percentage of 
gross sales in one of our New 
York stores (a prosperous but 
comparatively small store) over 
a year’s period. This slip was 


taken off actual sales reports 
kept on each seller: 
Per Cent 
Seller of Gross 
“4 . $12.800 
— 15.455 
—% 17.765 
Dealer . 34.567 


Here was an operation, where 
by only generally supervising 
routine, the dealer was able to 
give 66 per cent of his personal 
time to customer contacts and to 
actual selling on the floor. Very 
few stores are so organized that 
this amount of time can be so 
spent; but the thing isn’t impos- 
sible. 

A competent cashier or office 
worker can lift a large part of 
the routine off the shoulders of 
the management. Intelligent 
salespeople can take over por- 
tions of the display detail, the 
stock handling, records, etc. But, 
so many dealers seem to enjoy 


Some _ dealers 

spend too much 

time on routine 

matters and too 

little on the fir- 
ing line. 





the — entangle- 

ments of man- 

agement detail 

and feel thet  Misssiesen 

they are inef- cessful hard- 
‘ ware dealers 

fective unless have freed 


themselves 
from routine 
management 
and are now 
contacting cus- 
tomers’ with 
excellent re- 
sults. 


they are desk- 
bound and 
keeping ac- 
counts. 

Today, profits 
in this business 
are largely dependent upon the 
number of sales made each day 
and the amount of each sale— 
average. During dull 
routine should naturally reduce 


times, 


itself just as the demand for 


more sales pressure increases 


steadily. And as means to more 
sales, nothing can beat the kind 
of selling that the average dealer 
can do and the kind of selling 
that he can inspire when he is 
working, elbow to elbow, with his 


sales people up front. 





Business Failures Increased 
In Week Ended April 17 


While the change was slight, the 
trend in business failures was in an 
upward direction, compilations by busi- 
ness reviews for the week ended April 
17 indicate. R. G. Dun & Co. reported 
563 defaults for the week, a gain of 
18. The total was substantially above 
that for the same week of 1930 when 
there were 491 failures. Bradstreet’s 
review showed 475 failures, against 471 
a week ago and 466 a year ago. 
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CHICAGO RETAILERS 
DISCUSS CHAIN STORES 


Two teams from Northwestern 
University, Evanston, IIl., de- 
bated the chain store problem at 
the April 10 meeting of the Chi- 
cago Retail Hardware Associa- 
tion, held in the association’s 
quarters in the Merchandise 
Mart, Chicago, Ill. More than 
three hundred members and 
friends of the association at- 
tended the meeting. In the de- 
bate members were urged to use 
modern merchandising methods 
to help combat chain store com- 
petition. Luncheon was served 
following the meeting. 

Secretary J. C. Amis an- 
nounced that the next meeting 
would be held in the Lighting In- 
stitute, Civic Opera Building, 
Chicago. 

LOUIS WILLIAMS AGENT 
FOR DAVID MAYDOLE Co. 


David Maydole Tool Corp., 
Norwich, N. Y., has announced 
the appointment of Louis Wil- 
liams, Inc., Nashville, Tenn., as 
their representatives in that ter- 
ritory. 


DISTILLATE STOVE CO. 
APPOINTS DISTRIBUTORS 


The Distillate Stove Co., 274 
Seventeenth Street, Chicago 
Heights, Ill, has appointed the 
following distributors in the mid- 
west territory: Delta Hardware 
Co., Escanaba, Mich.; Milwau- 
kee Stove & Furnace Repair Co., 
Milwaukee, Wis., and the Kelley- 
How-Thompson Co., Duluth, 
Minn. 

COURTNEY’S SERVICE 

IS YALE DISTRIBUTOR 


The stock and fixtures former- 
ly carried by The Yale & Towne 
Mfg. Co. at 78 Walker Street, 
New York City, has been pur- 
chased by Courtney’s Lock Dis- 
tributing & Service Corp., 103 
Lafayette Street, New York City. 
Courtney’s will be the service de- 
livery depot of the Yale factory 
shipments to the retail trade in 
the metropolitan district of New 
York City. Shipments from the 
Stamford plant will be received 
daily by the Courtney company. 

H. C. Biggs, William Winters 
and Frank Scully, formerly of 
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the Yale & Towne, Walker Street 
store, retain their former posi- 
tions. A complete stock of Yale 
products will be handled by the 
distributor. 











CLAPP, EASTERN SALES 
MGR., WICK WIRE 
SPENCER 


R. H. Clapp, who for more 
than 23 years has been affiliated 
with the wire manufacturing in- 
dustry, has been appointed East- 





R. H. CLAPP 


ern district sales manager of the 
Wickwire Spencer Steel Co., New 
York City, and its subsidiary, the 
American Wire Fabrics Corp. 
For a number of years he was 
with the wire sales department 
of the American Steel & Wire 
Co., Boston, Mass. Mr. Clapp 
has been with the Wickwire 
Spencer company since 1922. 





L. V. CLARKE JOINS 
U. S. STAMPING CO. 


L. V. Clarke, for many years 
identified with the Coonley Mfg. 
Co., has taken charge of the Chi- 
cago office and display room of 
the United States Stamping Co., 
Moundsville, W. Wa., makers of 
enameled ware. The Chicago 
display rooms and offices are 
located in space 1436, Merchan- 
dise Mart, from which point Mr. 
Clarke will take care of the Chi- 
cago trade as well as that of In- 
diana, Missouri and the balance 
of Illinois. Mrs. Clara Janis will 
be at the Chicago office every 
business day. 

The United States Stamping 
Co. has also opened an office in 





the Fifth Avenue Building, 200 
Fifth Avenue, New York City, in 
space 1053, where the complete 
line of the company will be on 
display. F. S. Earnshaw, secre- 
tary and treasurer, reports that 
the New York office was moved 
from 90 West Broadway, where 
it had been for the past twenty- 
two years, because of the re- 
quests of out-of-town buyers for 
more convenient quarters. New 
fixtures, furniture and displays 
are being installed in the new 
quarters, 


BROOKLYN ASSOCIATION 
HOLDS MONTHLY SESSION 

The Brooklyn Hardware Asso- 
ciation met Thursday, April 9, at 
the Johnson Building, Brooklyn, 
N. Y., with Vice - President 
Thomas Grogan in charge of the 
session. Secretary Robert Pear- 
sall read his report for the March 
meeting. Most of the meeting, 
which was attended by 25 mem- 
bers and guests, was devoted to a 
question box program under the 
direction of R. J. Atkinson, past 
president NRHA. Legal and 
sales questions and _ activities 
were discussed, 





HILL CLOTHES DRYER 
REORGANIZES, EXPANDS 


Hill Clothes Dryer Co., 40 
Central Street, Worcester, Mass., 
has been incorporated and with 
additional capital has absorbed 
the Worcester Clothes Dryer & 
Sales Co. 

Herman Kornahrens, Inc., 111 
Murray Street, New York City, 
has been appointed as exclusive 
metropolitan New York distrib- 
utor for the Hill line. The Korn- 
ahrens organization will carry a 
complete stock of Hill products 
in its warehouse. 


SALESMEN’S COUNCIL 
TO MEET APRIL 23 


The National Council of Trav- 
eling Salesmen’s Association of 
America will meet Thursday 
evening, April 23, in exhibit 
room No. 1, mezzanine floor, 
Hotel Pennsylvania, New York 
City, at 8 p. m. Plans for the 
annual convention smoker to be 
held on July 16 will be discussed 
at the meeting. 





GEO. WORTHINGTON MILL 


SUPPLY SALESMEN VISIT 


B. F. GOODRICH CO. PLANT FOR SALES CONFERENCE 


Salesmen of the mill supplies 
department of the Geo. Worth- 
ington Co., Cleveland, Ohio, 
wholesale hardware distributors, 
Cleveland district distributors 
for mechanical rubber supplies 
made by the B. F. Goodrich Co., 
Akron, Ohio, attended a two-day 
sales conference, to study the 
production of that line, recently 
held at the Goodrich plant in 





Akron. H. H. Riddle, sales man- 


ager of the mill supply depart- 
ment of the Worthington com- 
pany, headed the delegation. 
The Goodrich line of mechani- 
cal rubber supplies will be added 
shortly to the loose leaf catalog 
of the Worthington company. 

I. M. Kinsey of the Goodrich 
company has moved his office 
to the Worthington mill supply 
division and will make it his 
headquarters. 
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WOODMANSEE TALKS TO 
KANSAS CITY DEALERS 


J. E. Woodmansee, treasurer 
and general sales manager, Rich- 
ards & Conover Co., Kansas City, 
Mo., addressed the April ‘13 
meeting of the Kansas City Im- 
plement, Hardware & Tractor 
Club at the Hotel Muehlebach 
in that city. His subject was 
“What the hardware jobber 
means to the hardware retailer.” 
He spoke also on the next chari- 
ties drive in Kansas City, of 
which he is general chairman, 
and received the club’s pledge to 
support the campaign. 

At the next meeting of the 
club, to be held May 11, the 
speaker will be Harold Mc- 
Gugin, representative in Con- 
gress from Kansas. 





KELLER IS REMINGTON 
ASSISTANT SALES MGR. 


T. H. Keller, formerly with 
Peters Cartridge Co., Cincinnati, 
Ohio, as vice-president and sales 
manager, is now associated with 
the Remington Arms Co., Inc., as 
an assistant sales manager, with 
headquarters in New York. 


HENRY HAUSER KILLED 
IN AUTO COLLISION 


Henry Hauser, Minneapolis, 
Minn., treasurer, Minnesota Re- 
tail Hardware Mutual Insurance 
Co. for the past twenty-nine 
years, and one of the oldest 
hardware and lumber dealers in 
Minnesota, was fatally injured in 
an automobile collision near 
Floyd, Iowa, April 13, and died an 
hour later in a hospital in Osage, 
Iowa. Mr. and Mrs. Hauser were 
returning from Florida when 
their automobile collided head- 
on with a truck driven by a Mr. 
Mitchell of Coleraine, Minn. Mrs. 
Hauser was seriously injured, 
but is improving. Mr. Hauser 
was president of the Hauser 
Lumber Co., which has lumber 
yards and hardware stores in 
Fairfax, Gibbon, Franklin and 
Sleepy Eye, Minn., and was for 
many years prominent in hard- 
ware association work. He was 
one of the organizers of the in- 
surance company. 





T. W. FRECH RETURNS 
TO GENERAL ELECTRIC 

T. W. Frech, granted a leave 
of absence by the General Elec- 
tric Co., Schenectady, on Jan. 1, 
1930, to organize the RCA Radio- 
tron Co., has been reelected to 
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his former position as vice-presi- 
dent of the General Electric Co., 
in charge of incandescent lamps, 
effective April 15, announces 
Gerard Swope, president. J. E. 
Kewley will continue as manager 
of the incandescent lamp depart- 
ment. 


WOLF, SECRETARY PRO 
TEM, MICHIGAN DEALERS 


Louis F. Wolf, Mount Clem- 
ens, Mich., has been appointed 
secretary pro tem of the Mich- 
igan Retail Hardware Associa- 
tion, succeeding the late Arthur 
J. Scott. Mr. Wolf was presi- 
dent of the association in 1930. 





LOUIS F. WOLF 


In addition to his activities in 
the Michigan dealers group, he is 
past president of the Federation 
of National Implement Dealers 
and was for twelve years secre- 
tary of the Michigan Implement 
Dealers Association. At the pres- 
ent time he is also a member of 
the board of directors of the 
Michigan Retail Hardware Asso- 
ciation. 


MRS. H. A. CORNELL DIES 


Mrs. H. A. Cornell died April 
16 in St. Mary’s Hospital, Brook- 
lyn, N. Y., following an opera- 
tion. She was well known to 
many in State and Metropolitan 
hardware circles, where her hus- 
band is active in association 
work. Mr. Cornell was for many 
years a retailer in Brooklyn and 
more recently manager of Lud- 
low & Squier, Newark. His many 
friends will regret to learn of 
his bereavement. 


DUNNING DIES; FORMER 
SARGENT CHICAGO MGR. 


Edward P. Dunning, former 
Chicago manager for Sargent & 
Co., New Haven, Conn., died 
April 6 in that city, following a 
heart attack in a restaurant. He 








was born in 1865, and entered 


the employ of the Sargent organi- 
zation in 1885, retiring Jan. 1, 
1929. His first sales assignment 
was in the territory embracing 
western New York and_north- 
western Pennsylvania. Later he 
was sent to the Middle West ter- 
ritory, where he was located for 
31 years, being placed in charge 
of the Chicago offices and ware- 
house when they were opened in 
1911. 

Mr. Dunning retired from the 
Sargent organization because of 
ill health. He was one of the 
founders of the Hardware Club 
of Chicago, and was well known 
throughout the Middle West. 


ZIESEL CO. REPRESENTS 
GENERAL GRINDER CORP. 


The Louis J. Ziesel Co., San 
Francisco, Calif., has been ap- 
pointed as southern Pacific rep- 
the General 


resentative for 





LOUIS J. ZIESEL 


? 


Grinder Corp., Milwaukee, Wis. 
Louis J. Ziesel, president of the 
Ziesel company, due to his expe- 
rience as a manufacturers rep- 
resentative is thoroughly familiar 
with the hardware jobbing trade 
of the Pacific coast area. 


JUDGE ADEL TO SPEAK 
TO HARDWARE BOOSTERS 


The Hon. Frank F. Adel, 
county judge for Queens County, 
New York City, will address the 
Hardware Boosters, Saturday, 
April 25, at the Hardware Club, 
253 Broadway, New York City. 
Judge Adel will tell the organi- 
zation about the work of a court 
with criminal jurisdiction. 

Lunch at 1.15 will start the 
meeting as usual, Al] hardware 
men and their friends are invited 
to attend. 





FOREIGN TRADE COUNCIL 
MEETS IN N. Y. CITY 
FROM MAY 27 TO 29 


The National Foreign Trade 
Council, India House, Hanover 
Square, New York City, has an- 
nounced through Secretary O. K. 
Davis the eighteenth National 
Foreign Trade Convention on 
May 27, 28 and 29 at the Hotel 
Commodore. During the entire 
convention the council’s trade 
adviser service will be at the dis- 
posal of the delegates. Registra- 
tion information and details as 
to hotel accommodations may be 
obtained from Mr. Davis. It is 
expected that two thousand for- 
eign traders will be represented 
at the conferences. 

James A. Farrell, chairman of 
the council, will call the first 
session to order Wednesday, May 
27, at 10 a. m. The convention 
will then be organized, after 
which Mr. Farrell, president of 
the United States Steel Corp., 
will talk on “The World Trade 
Outlook.” Hon. Wallace R. Far- 
rington, former governor of Ha- 
waii, will talk upon the people 
and trade of the Pacific area. 
The afternoon sessions will be 
devoted to group meetings on ex- 
port merchandising and imports. 
Thursday morning a general ses- 
sion will discuss relations and 
trade with Latin America. In 
the afternoon, group sessions will 
discuss cooperation in export 
trade, credits and credit informa- 
tion, as well as the underlying 
economic conditions affecting 
credits. At 6.30 p. m., a special 
meeting of the council will be 
held. At the same hour the Ex- 


port Managers Club of New 
York will give a dinner in honor 
of Dr. Julius Klein, Assistant 


Secretary of Commerce. 

Friday morning a group ses- 
sion on export advertising and 
foreign trade banking will be the 
subject of discussions. The third 
and final general session will 
meet in the afternoon, at which 
time European government atti- 
tude toward foreign commerce, 
the business of the sea and for- 
eign investments as a builder of 
trade will be the subjects of ad- 
dresses. The report of the gen- 
eral convention will be given, 
after which the council will ad- 
journ. 


AMERICAN STEEL & WIRE 
TO MOVE N. Y. OFFICES 


The New York City offices of 
the American Steel & Wire, a 
subsidiary of the United States 
Steel Corp., has leased the entire 
fourteenth floor of the new Em- 
pire State Building, New York 
City. Offices will be occupied on 
or about May 1. 
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QUARRIE RESIGNS AS 
OLIVER IRON & STEEL 
CORP. PRESIDENT 


Bertram D. Quarrie, for the 
last three years president of the 
Oliver Iron & Steel Corporation, 
Pittsburgh, Pa., has _ resigned. 
He has been identified with the 
iron and steel and allied indus- 
tries almost continuously since 
his graduation from college in 
1903, having begun as a chemist 
in the Mesabi Range iron mines. 
Following service as chief chem- 
ist for the Cleveland Furnace 
Co., Cleveland, Ohio, he was ad- 
vanced to the superintendency 
of the blast furnace. Later he 
served as assistant  superin- 
tendent of the General furnaces, 
American Steel & Wire Co., 
Cleveland, and after a_ short 
period as blast furnace super- 
intendent for the Inland Steel 
Co., Chicago, he returned to 
Cleveland as superintendent of 
the Central furnaces. 

He next became general super- 
intendent of the Newburgh 
steel works of the Steel & Wire 
company, leaving that position 
to become general manager of the 
Otis Steel Co., Cleveland. Two 
years later he became vice-pres- 
ident of the Paper & Textile Ma- 
chinery Co., Sandusky, where he 
remained until April, 1928, when 
he went with the Oliver corpora- 
tion. 


MARCUS, VICE-PRES. OF 
THE HUKILL-HUNTER CO. 


Robert F. Hunter, president, 
the Hukill-Hunter Co.,  Pitts- 
burgh, Pa., wholesale hardware 
and supply house, has announced 
that Harry H. Marcus joined the 
company as vice-president and 
general manager on April 1. 
Previous to his connection with 
the Hukill-Hunter Co. he was 
with J. A. Williams & Co., Pitts- 
burgh, Pa. 

Other officers of the company 
Treasurer, Morris Linton, 
S. Walker, secre- 


are: 
and William 
tary. 


S. N. SEARS ADDRESSES 
NORTH JERSEY ASS’N 


Seymour N. Sears, past-presi- 
dent, National Council of Trav- 
eling Salesmen and _vice-presi- 
dent, The Tucker Co., New York 
City, addressed the April 14 
meeting of the North Jersey 
Hardware and Supply Associa- 
tion at the Oritani Field Club, 
Hackensack, N. J. Mr. Sears 
had for his topic “The Hardware 
Merchants I Have Met, Their 
Good Qualities and Faults.” He 


pointed out the ideas of 





the | 


from the bank and serving cus- 
tomers by carrying necessary but 
unprofitable merchandise. Mr. 
Sears advised his listeners to 
pay their bills promptly, even if 
it were necessary to borrow 
money from a bank to do so. 

Forty members and guests at- 
tended the meeting, which was 
conducted by President J. J. 
Leonard, South River, N. J. Sec- | 
retary Horace W. Molyneux re- 
ported on the March meeting. 
The balance of the meeting was 
devoted to discussions. 


MARVIN IS HERCULES 
ADVERTISING MANAGER 


Theodore Marvin was ap- 
pointed advertising manager of 
Hercules Powder Co., Wilming- 
ton, Del., according to President 
Russell H. Dunham. He had been 
assistant advertising manager and 
editor of The Explosives En- 
gineer magazine, and assumes 
the post vacated by the death of 
Nelson S. Greensfelder. 

The new advertising manager 
has been an employee of Her- 
cules Powder Co. for eight 
years. He became in 1923 asso- 
ciate editor of The Explosives 
Engineer, and in 1925 became its 
editor. In 1929 he was appointed 
assistant advertising manager. 

Mr. Marvin has been active in 
both the advertising and techni- 
cal publicity fields and is the 
author of handbooks on mining 
aud tunnel methods. 





ARKANSAS CONVENTION 
POSTPONED; WILL BE 
HELD ON MAY 27, 28 


” Postponement of the conven- 
tion of the Arkansas Retail Hard- 
ware Association until May 27-28 
has been announced by Secretary 
L. P. Biggs, 815 Southern Trust 
Building, Little Rock, Ark. The 
convention, which will be at the 
Hotel Marion, Little Rock, Ark., 
was. originally planned for 
April 14-15. 


J. S. MORRIS, AGENT 
FOR SALLEE BROTHERS 


J. S. Morris, 910 Mercantile 
Library Building, Cincinnati, 
Ohio, has made arrangements to | 
represent Sallee Bros., Pocahon- | 
tas, Ark., handling their hickory | 
handle line in Ohio and Ken. | 
tucky. 





JOHN HENNE PASSES 


John Henne, 77, hardware | 
dealer for 45 years in Youngs- 
town, Ohio, died at his home in | 
that city April 3. He was a| 
native of Pittsburgh, Pa., but | 


& Stambaugh, now The Stam- 
baugh-Thompson Co., hardware 
dealers. In 1891 Mr. Henne 
bought the business of the Hol- 
lingsworth Hardware Store. He 
is survived by his brother and five 
sisters, 


D. H. DEYOE PASSES 


Daniel H. Deyoe, industrial en- 
gineering department, General 
Electric Co., Schenectady, N. Y., 
a director and member of the 
American Welding Society and a 
figure for many years identified 
in electric arc welding activities. 
died in Schenectady April 11, at 
the age of 55. 

Mr. Deyoe was a graduate of 
Union College, class of 1898, and 
joined the General Electric or- 
ganization in the same year. He 
became affiliated with the indus- 
trial engineering department in 
1906, soon became active in arc 
welding problems, and has been 
an outstanding figure in that 
field ever since. 





PARAFFINE COS, PLANT 
BEING BUILT IN CALIF. 
The Paraffine Companies, Inc., 
has announced that a linoleum 
plant is being constructed at the 
32-acre Pabco plant at Emery- 
Cal. the 


company, this will be the first 


ville, According to 


linoleum plant west of Pennsyl- 
vania. The sales and designing 
department will be in the care of 
G. Mott, who was for several 
years in charge of the contract- 
ing division of one of the large 
western linoleum dealers. Prior 
to that Mr. Mott was with one 
of the eastern linoleum manufac- 
turers. Plant operations will be 
in charge of E. B. Grosh, former 
general plant superintendent and 
for fourteen years one of the 
country’s largest manufacturers 
of linoleums. 


S. C. RAPLEY DIES 
Sidney C. Rapley, 52, vice-presi- 
dent and treasurer of the Bissell 


| Carpet Sweeper Co., Grand Rap- 


ids, Mich., died from a_ heart 
attack on April 15 at his home. 


| Mr. Rapley was born in Kincar- 


dine, Ont., and lived in Canada 


| until 14 years ago, when he be- 
| came associated with the Bissell 


Carpet Sweeper Co. He served 
as treasurer of the company for 
the last six years and more re- 
cently was elected vice-president. 
He was prominent in financial 


hardware man in reference to| went to Youngstown at the age | circles, and was loved and re- 


paying bills, borrowing money 
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of 19. In 1875 he joined Fowler | 


spected by all who knew him. 





WOOD IS WESTINGHOUSE 
LIGHTING ACTIVITIES 
HEAD 


All lighting activities of the 
Westinghouse Electric and Man- 
ufacturing Co., East Pittsburgh, 
Pa., which are centered in the 
Cleveland works, have been co- 
ordinated in one division, under 
L. A. S. Wood. The grouping 
was arranged in order to more 
effectively promote the sale of 
Westinghouse lighting equip- 
ment. This new form of organ- 
ization completes plans which 
were made at the time Westing- 


| house lighting activities were es- 


tablished in Cleveland. 

The section will be organized 
under two principal groups: 
street lighting and commercial 
lighting. 





SOUTHERN PAINT & 
VARNISH CO. FORMED 


A group of Southern paint 
manufacturers are mow being 
united by the formation of the 
Southern Paint & Varnish Co., 
Inc., Louisville, Ky., as a hold- 
ing company. Acquisition of the 
Lampton, Crane & Ramey Co., 
Inc., and the Sterling Paint & 


| Color Co., Inc., was recently an- 


nounced. By the consolidation 
the identity of the individual 
companies will not be lost. 

Officers of the company are: 
President, Herman W. Marcus; 
vice-president, W. H. Marcus, 
and secretary-treasurer, Calvin 
H. Marcus. The new company 
will also acquire other Southern 
and Middle Western paint con- 
cerns. 


H. G. KLEIN REPRESENTS 
E. T. FRAIM LOCK CO. 


H. G. Klein has been ap- 
pointed representative of The E. 
T. FPraim Lock Co., Lancaster, 
Pa’, in Illinois, Indiana and Wis- 
consin. Due to a typographical 
error in the April 16 issue of 
HarpwareE AGE the company was 
referred to as The E. T. Fraim 
Cloth Co., West Chester, Pa. 
Members of the trade know this 
company as a lock manufacturer. 





THE NUTMEGGERS HOLD 
MEETING IN HARTFORD 


At the April 9 meeting of The 
Nutmeggers, held at the City 
Club, Hartford, Conn., President 
Karl M. Martin introduced the 
speaker, Frederic S. Osgocd, Jr., 
Hardware Retailer, who spoke 
upon “Foot Sales Per Week” 


‘and Unit Stock Control Records. 


The next meeting will be held 
at the City Club, Hartford, May 
13, at which meeting Joseph F. 
Lamb, vice-president, Landers, 
Frary & Clark, New Britain, 
Conn., has been invited to speak, 
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Press-Or Fruit 
Juice Extractor 


Press-Or fruit 
juice extractor, dis- 
tributed by Hamma- 
cher & Schlemmer, 
4th Ave. at 13th St., 
New York City, is 
made in two sizes. In 
both models the single 
simple action of a 
downward stroke of 
the handle squeezes the fruit and pours the juice free of 
seeds and fibre into the glass. The Press-Or may be used 
for squeezing juice from pineapples, grapefruits, lemons, 
limes or tangerines as well as for squeezing oranges. The 
appliance is easily cleaned. Midget household model illus- 
trated is made entirely of polished aluminum with natural 
wood base having lacquered finish. List price is $6.85. For 
the De Luxe model, made of stainless steel and aluminum, 
list price is $15.00 each. This model may be used in the 
refreshment stand, hotel, restaurant, etc. 


The 








Rite-Scor Golf Counter 

The Rite-Scor golf 
counter is a pocket 
device 2144x1144 x % 
in. for keeping score 
for the golf game. 
It weighs about 4 
lb. and is so made as 
to enable its use on 
the belt or bag. Rite- 
Scor keeps perma- 
nent record of each 
stroke and the total. 
By pressing the plunger, the stroke is recorded automatically 
on the tape. At the end of the game the permanent record 
is available by simply removing the tape. Total score is 
shown at all times in indicator on one of the faces of the 
Each tape has room for a total of 36 holes, or 
Counters are of non-rust metals, finished in 
chromium plate. Dealer cost is $24.00 per doz. Suggested 
retail selling price is $3.50 each. Rite-Scor Mfg. Co., 112-14 
Merchandise Mart, Chicago, IIl., is the maker. 





counter. 
two rounds. 





General Lock Corp. 
Laminated Padlock No. 50 
Laminated Padlock No. 50 has been announced by the 


General Lock Corp., Lancaster, Pa. It features a transverse 
laminated construction which is said to embody unusual 
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strength and unbreakable qualities. A special type of in- 
ternal riveting is employed in addition to the regular riveting 
assembly on the outside. Lock has case hardened, high 
carbon steel shackle and is finished in dustproof, pure 
cadmium plating. Genuine German silver cylinder type 
coined keys are supplied. The merchandising display has 
been designed for half a dozen padlocks. Suggested retail 
selling price is 50c., with the exception of the district west of 
the Rockies, where it is made to retail at a slightly higher 
price. 


Master Window Washer 


The Master Window Washer washes, cleans, dries and 
polishes windows all in one operation. Gordon Mfg. Co., 110 
E. 23rd. St., New York City, makes this window washer with 
a rubber squeegee, which is easily removable by use of sim- 
ple sliding attachment. The water tank holds enough water 
to clean more than 30 windows. Water feeds through live 





rubber sponge, when pressed against surface. There are 
three sizes of squeegees: 6 in. for French windows, medium 8 
in. size for average windows and 10-in. squeegees for the store 
window. Handle is specially designed to fit the hand and 
also serves as a socket for a pole used in washing high win- 
dows. Each washer is packed in an attractive self-demon- 
strating counter display box. 





Tuname Golf 
Ball Marker 


The Tuname golf 
ball marker imprints 
the owner’s name on 
two opposite sides of 
the golf ball in one 
operation. Type is” 
easily set up in the 
two-type holders. In 
each holder up to 13 
characters may be 
used. With each 
dealer shipment of six Tuname markers a type assortment 
is sent so that the dealer may complete the transaction with- 
out waiting for special slugs to be made up. Extra type 
holders may also be furnished for other members of a family 
or group wishing to use the same marker. Tuname marker 
is finished in three popular finishes: polished cadmium plate, 
Egyptian red and brilliant green, all three having polished 
nickel trim parts. Each marker is packed in an attractive 
cardboard box with directions in the lid. Markers are offered 
to retail for $5.00 each. Dealer cost is $39.00 per dozen. 
Shipping weight is 15 lb. per doz. Special felt ink device 
is located in the side of the marker and a few easy turns of 
the compression imprints the type into the surface of the ball, 
which has been placed in the cup in the center of the marker 
The Tuname may be carried in the golf bag. This 





proper. 
item is suggested for a gift for men or women. Tuname 
Industries, Frankford, Pa., is the maker. 
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Wonder 
Worker 
Shovel and 
Ben-Ver 
Desks 


The Wonder- 
Worker shovel 
is a_ sturdily 
built toy that 
will dig dirt, 
stones and 
sand. It is 
large enough 





for a six-year- old boy and 
provides action for hands, 
feet and brain, satisfying 
the “builder” instinct. Ex- 
treme swing of heavy metal 
shovel is 64% ft. Rudder 
bar for feet propels entire 
mechanism from side _ to 
side. Model illustrated is 
No. 1012, listing at $6.75. 
No. 1011, listing at $5.00, 
is identical, but without the 
rudder bar and_ house. 
H. C. White Co., North 
Bennington, Vt., is the 
maker of the shovel and of 
the Ben-Ver line of desks. The desks are of new construction, 
finish, details, hardware and drawer construction. New type 
pigeon holes are included. 













Burgess Coverlette, 
Cabinette and 
Memoranda 


Burgess Mfg. Co., Beaver 
Falls, Pa., makes the Kitchen 
Memoranda, which comes 
threaded with pencil 
included, in an attrac- 
tive box. Colors avail- 
able are: French gray, 
with canary yellow pa- 
per; yellow, white or 
ivory, with soft green 
paper, and green, blue, 
red or orange, with 
white paper. The same 
company makes the 
Cabinette, a container 
for waxed paper, of 
duco finished _ steel, 
furnished with a standard roll of 18 lb. waxed paper. Same 
colors are offered as in Kitchen Memoranda except red and 
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orange. The Coverlette is a new metal cover for toilet tissue 
rolls, designed to keep them free of dust and germs. It is 
offered in apricot, orchid, azure blue, naiad green and ivory. 
One roll of toilet paper is included with this item. List price 
on the three items is $1 each. Dealer cost is: $6.50, one 
dozen Kitchen Memoranda; $7, one dozen Cabinettes or 
Coverlettes, and $6.25 per dozen for three dozen Memoran- 
das, while the Cabinettes and Coverlettes cost the dealer 
$6.75 per dozen in lots of three dozen. Prices per dozen for 
twelve dozen items are respectively $6 and $6.50. 





Westinghouse Offers 
Debon-air Electric Fan 


— rp memreemerarene smeraee — oe gee en 


The Debon- air 
electric fan, offered 
by the merchandis- 
ing department of 
the Westinghouse 
Electric & Mfg. 
Co., Mansfield, 
Ohio, harmonizes in 
design and finish 
with modern home 
furnishings and 
surroundings. Both 
pedestal and guard 
are of modernistic 
motif, with silver 
oxide finish. It is a 
standard Westinghouse 10-in. oscillating fan of portable 
type, for upright use or use on wall bracket. Fan operates 
at two speeds, controlled by regulative switch. Blades are 
of Micarta. Models of the Debon-air are available for 100- 
120-volt operation on 50 or 60-cycle a.c. and for 100-125- 
volt operation on d.c. or 25-cycle a.c. Suggested retail sell- 
ing price is $22.75. 








Hygrade Gas 2 
Filled Lamp 


Hygrade Lamp Co., Salem, Mass., offers 
the Hygrade 40-watt, 115-volt A-19 gas-filled 
lamp listing at 20c., which will soon sup- 
plant, for all general lighting purposes, the 
40-watt, 115-volt A-21 vacuum lamp. The maker states that 
the new 40-watt gas-filled lamp maintains its rate of light out- 
put better than does the vacuum lamp, so that after several 
hundred hours of burning there is a marked difference in 
the light output of the two lamps. This new lamp gives a 
whiter or brighter light than the old style vacuum lamp. 
Another advantage is that the new lamp is made in the 
smaller A-19 bulb. Both lamps have a guaranteed average 
life of 1000 hours. In installations subject to severe vibrations 
the regular 50-watt, P-19 mill-type vacuum lamp should be 
used instead of the 40-watt gas-filled lamp. The A-19 lamp 
should not be used out of doors, where it will come in con- 
tact with rain or snow because of the high temperature at 
which it burns. For out of doors installations old style 
40-watt A-21 vacuum lamp should be used. It is now listed 
as a sign lamp and will be furnished, as formerly, in standard 
colors and tints. 
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Besco “C” Liquid 


Besco _ Labora- 
tories, 7530 Green- 
wood Ave., Chicago, 
Ill., offers “C” Liq- 
uid which is said to 
dissolve dirt, mud, 
grease, traffic film 
and bug juice almost 
instantly. It may be 
wiped off with a soft 
paper or clean cloth, 
nothing else being 
necessary, says the 
maker. The pocket 
size or Midget gun 
is recommended for 
home use or for 
carrying in the car 
pocket, while the larger or Master gun is suggested for use 
in service stations, etc. List prices are: 40c. 1/-pt. can, 75c. 
pint container and $1.25 per qt., while the gallon container 
lists at $4.00. Midget guns list at 50c. each while the Master 
gun lists at $1.00 each. Dealer discount is 40 per cent. 








RCA Victor Superette 


The RCA Victor Su- 
perette, made by the 
Victor Co., Inc., Cam- 
den, N. J., consists of an {4 
eight - tube superhetero- «4 
dyne receiver with tone —# 
control. It employs the 
new super-control tubes . 
that reduce cross-talk 
interference from near- _ 
by powerful broadcast- »* 
ing stations, making © 
possible smooth, distor- 
tionless volume control 
without the use of a lo- 
cal-distance switch, says 
the maker. Suggested 
retail selling price is 
$69.50, complete with Radiotron tubes. 


el 








Waterbury All-Electric Alarm Clocks 


The Ingersoll-Waterbury = 
Co., 30 Irving Place. New 
York City, produces an 
electric alarm clock. Once 
set, this clock automatic- 
ally rings every twenty- 
four hours. When desired, 
the alarm may be pre- 
vented from operating by 
turning a small button on 
the back of the clock. Clock 
has a self-starting move- 
ment with dual motors. 
Modernistic model No. 114, 
illustrated, is offered in 
molded case in black with chromium trim or in walnut 
colored case with gilt trim. It stands 744 in. high. Coil 
Alarm, No. 113, has molded case of Gothic design, available 
in walnut color with gilt dial or mahogany colored with sil- 
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vered dial; height 7 3/16 in. List price of both models is 
$12.50. Coil No. 113 without alarm lists at $9.95. Current, 
No. 112, is a clock of modern design available in green, rose, 
blue and black cases, 5 1/5 in. high, listing at $7.95. Kitchen 
clock Spark, No. 109, comes in blue or green crackle lacquer 
or white enamel. Width is 914 in. It lists at $9.95 each. 
Dealer discount is 40 per cent for minimum quantity and a 
larger percentage for larger quantities. 





Sherm-Swan Portable 
Sprinkling Systems 

Sherm-Swan portable sprinkling systems, consisting of 
spray heads produced by H. B. Sherman Mfg. Co. in combina- 





tion with age-resisting all-rubber hose made by The Swan 
Rubber Co., Bucyrus, Ohio, is offered by the Swan company. 
The system is placed in an attractive individual package con- 
taining four of the spray heads and four sections of hose, 
three of 131/3 ft. each and a 20-ft. section for the silcock 
connection. Swan hose contains antioxidants said to abso- 
lutely prevent the deterioration of rubber under varying 
climatic conditions. 


Fender Guidon 


This automobile 
accessory known as 
the Fender Guidon 
is produced by the 
Apco Mossberg 
Corp. of Attleboro, 
Mass. Device con- 
sists of chromium 
plated pointer 
streamline in the 
modern fashion and 
mounted on a rapier 
steel rod. In addi- 
tion to its decorative 
value, it is distinctly 
useful to the driver 
since it permits him 
to see exactly where 
his right fender is, 
which is impossible 
in most cars of mod- 
ern design, as_ the 
fenders are generally 
below the driver’s 
line of vision. It is 
easily attached to the 
outer rim of one or 
both front fenders. 
List price is $2.00 
each, the item being supplied to dealers in lots of five with a 
counter display. 
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See-Lective 
Tie Rack 


Press Products, Inc., 
36-20 34th St. Long 
Island City, N. Y., 
makes the See-Lective 
space as it is but 34 in. 





tie rack, which requires but little 
thick. It holds merchandise securely 
and may be used for holding towels or ties. Bars are 
chromium plated. Rack arms are locked. Overall measure- 
ments are 1034 in. long and 39/16 in. deep. Dealer cost is 
$7.50 per doz. Suggested retail selling price is $1.00 each. 
Bars are easily opened. 


Tudor Bread and 
Cake Box 


C. B. Porter Co., 128 N. 2nd 
St., Philadelphia, Pa., makes the 
Porter line of colonial enamel 
tinware on which the Colonial 
beauty decoration is now used. 
Line includes bread boxes, 
bread and cake cabinets, canis- 
ter sets, cookie boxes, drop door cabinets, kitchenette sets, 
parlor watering pots and dust pans. Items are packed in 
individual cartons. The model illustrated is the Tudor 


bread and cake box. 











Outing Cantilever Tackle 
and Tool Boxes 

Outing Mfg. Co., Elkhart, Ind., offers Tackle and Tool 
Boxes with cantilever motion, partitioned trays and automatic 
opening feature. When opening the box the trays are 
automatically carried back into position, so that the entire 
contents are shown to the user. Closing of the lid returns the 
trays to compact position. All Outing boxes are finished with 
weather proof baked enamel and are equipped with rust 
‘proof cadmium plated hardware. Illustration is of the Mas- 
ter Angler, which is this year equipped with a new spill 
proof feature. There are two sizes 16 and 21 in. long, avail- 
able in either moss green or black ripple finish. Two sizes 
are available in the Prize Angler or less expensive model. 
finished in olive green baked enamel (smooth) finish and 
three sizes in Big Ace line, a low priced two tray cantilever. 








Tool Boxes with the same cantilever features are offered in 
different sizes and finishes. Catalog in natural color and 
prices may be obtained from the maker. 










Peerless 
11-FN Chair 


Tucker Duck & Rub- 
ber Co., Fort Smith, 
Ark., now furnishes 
these chairs with wood- 


en slat foot rests at the same price as the regular canvas 
covered foot rests. Either the wood or canvas foot rests can 
be furnished detachable, if requested. Backs are of solid 
color with modernistic design, but the usual striped canvas 
is still available. Color combinations in frames and backs 
are available. The No. 35 as well as the No. 11 series have 
been dressed in gay and vivid colors, also with modernistic 
design. Catalog with colored illustrations is available, in 
which is shown the entire line._ 





General Giant 
Grip Vise 
The 
Grinder 
Milwaukee, 
offers the new 
line of Giant 
Grip vises in an 
introductory deal, 
which includes 
one each of the 
five sizes; 11% in., 
2 th, 26 ni, 3 
in. and 31% in. 
With this assort- 
ment the dealer 
will receive free a very attractive colored lithographed dis- 
play and a 21% in. vise having a retail value of $3.25. Slides 
and jaws are milled and the body is accurately broached with 
special etjuipment designed to assure a perfect fit of very 
close limits. Entire vise is made up of nickel plated trim and 
the body itself is finished in 
bright red baked enamel. 
Other features include an ex- 
tra sturdy over-size anvil, re- 
taining anchor nut of malle- 
able casting, and wide side 
flanges drilled with holes for 
bolting down to the bench. 
Special lithographed _ sales 
display, provided for the 
dealer, includes a wooden 
display rack on which an 
actual vise can be mounted. 


General 
Corp., 
Wis., 
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Genera Marker News 


Hardware Demand 
Shows Improvement 


New York, April 22.—The 
current hardware demand is 
showing improvement according 
to reports received from leading 
market centers. Continued fa- 
vorable weather, in most sections 
of the country, has exerted a 
stimulating influence on the de- 
mand. Spring merchandise is 
especially active, although staple 
goods are also in improved de- 
mand. 

Future orders are being 
booked by wholesalers for some 
Fall and Winter lines, and early 
interest is considered very satis- 
factory. 

Spring building projects now 
way have created in- 
creased activity in builders’ 
hardware, tools and construction 
supplies. Housecleaning sup- 
plies are enjoying a brisk call. 
A wide variety of lawn and gar- 
den goods is quite active. Sport- 
ing goods, including fishing 
tackle, baseball goods and golf 


equipment is moving in excellent 


under 


volume. 

Prices, in the main, are fairly 
steady and unchanged. The price 
trend continues to reflect an 
easier tendency. 

Some improvement is noted in 
the credit situation and it is be- 
lieved that which 
have been characterized as slow 
for some time, will soon deserve 
a better rating. 

It is believed that liquidation 
of dealer stocks will aid collec- 
tions materially. 


collections, 
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OF THE WEEK 


Secretary of Labor Announces 
Gains in Employment 

Gains in employment and in weekly 
payrolls during March as compared 
with January were recently announced 
by William N. Doak, Secretary of 
Labor. 

An estimate prepared by the Labor 
Department, based on monthly reports 
from more than 13,000 manufacturing 
establishments and on census reports, 
declared that there were 152,000 more 
persons employed in the manufacturing 
industries of this country during March 
than in January, the Secretary said. 
He added that the aggregate weekly 
payrolls of the workers was increased 
by $13,500,000. 

A proportionately greater increase in 
the aggregate weekly payroll than in 
the increase in the number of em- 
ployees means a greater percentage of 
full time worked, according to the de- 
partment. Persons working during 
March earned $1.55 more per week 
than the smaller number of workers 
engaged in January. 

In the two months’ interval employ- 
ment in the manufacturing industries 
increased 2.3 per cent, while the ag- 
gregate payroll increased 10 per cent 
and the per capita earnings increased 
7.5 per cent, it was asserted. 





Wholesale Price Index Declined 
During Week Ended April 11 


The wholesale price index of the 
National Fertilizer Association  de- 
clined seven fractional points during 
the week ended April 11. For the pre- 
ceding week a loss of six fractional 
points was marked. The index number 
on April 11 stands at a new low, 73.6, 
compared with 75.8 a month ago and 
92.4 for the corresponding week a year 
ago. (The index number 100 repre- 
sents the average for the three years 
1926-1928. ) 

Of the fourteen groups in the index 
nine declined and five were unchanged 
during the latest week. The groups 
that declined were fertilizer materials, 


textiles, fats and oils, other foods, 
grains, feeds and livestock, metals, 
building materials, fuel and miscel- 


laneous commodities. The following 
groups showed no change: Agricultural 
implements, automobiles, chemicals 
and drugs, mixed fertilizer and house 
furnishings. 

Lower prices were shown for thirty- 
five commodities during the latest 
week, while advances were made by 
only nine commodities. Copper, zinc, 
cement, brick, cotton, cotton yarn, 
burlap, silk, cheese, eggs, canned to- 
matoes, barley, cattle, hogs, lard, tal- 
low, hides and coffee prices declined. 
Advances were shown in rubber, tur- 
pentine, silver, rice, raw sugar and 
wheat. 





Radio Sales Increased 18% 
In Fourth Quarter of 1930 


An increase of $3,899,703, or 18.08 
per cent in the gross volume of radio 
business for the fourth quarter of 1930 
as compared with the preceding quar- 
ter was shown by figures recently re- 
the Department of Com- 
were received from 


leased by 
merce. Reports 
219 identical wholesale radio dealers. 

The average volume of business per 
dealer likewise showed an increase, the 
totals being $116,319, against $98,512, 
an increase of $17,807. 

Reports from 110 identical retail 
dealers located in New York City show 
that the gross volume of their radio 
business for the fourth quarter of 1930 
totaled $1,178,178, as compared with 
$709,077 for the third quarter, an in- 
crease of 66,3 per cent. The average 
volume of business per dealer likewise 
showed an increase, the total being 
$10,720 against $6,446, an increase of 
$4,274. 

This increase in business volume is 
shown in the sales of all the various 
types of receiving sets. The number 
of battery operated sets sold in the 
fourth quarter by these retailers was 
246, compared with 99 in the third 
quarter; combination radio-phonograph 
sets sold was 714, against 442 in the 
third quarter, and electric A. C. or D. 
C. operated, console and midget types 
sold was 6,819, against 4,421. 

The number of receiving sets in 
stock on Dec. 31, 1930, was 3,088, as 
compared with 2,680 on Sept. 30. 
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Marking Devices Industry 
Urged Distribution Cost Study 
(From Our Washington Bureau) 

A special distribution cost study just 
completed by the Department of Com- 
merce shows that fewer than 40 per 
cent of the orders handled by firms en- 
gaged in the manufacture and sale of 
marking devices return a profit on the 
transaction when costs have been prop- 
erly allocated. The size of the order, 
it is further shown, is generally the de- 
termining factor as to profit or loss in 
any given time. , 

The survey of the marking devices 
industry, which includes manufactures 
and distributers of stamps, dies, seals, 
stencils, automobile name plates and 
license tags, police and _firemen’s 
badges, and similar articles was un- 
dertaken by the department at the re- 
quest of the International Stamp Manu- 
facturers’ Association, Chicago, for the 
purpose of bringing to light informa- 
tion which might aid in the formula- 
tion of more efficient and profitable 
trade practices. 

Analyzing the problem of order size 
in relation to profits, the report shows 
that orders to a value of $3 each or 
less, comprising 60.9 per cent by num- 
ber of all orders handled, were gen- 
erally unprofitable in the face of pro- 
duction and distribution of costs. The 
ratio of loss was found to range from 
5 per cent in the $2.50-$3 group to ap- 
proximately 125 per cent for orders of 
less than 50c. 


Increase in February Shipments 
Of Enameled Sheet-Metal Ware 


(From Our Washington Bureau) 
February shipments of enameled 
sheet-metal ware were 289,205 doz., 
valued at $1,044,682, as compared with 
267,232 doz., valued at $985,756 in 
January, according to reports received 
by the Bureau of the Census from 15 
manufacturers, representing approxi- 
mately 80 per cent of the industry. 
Shipments of galvanized sheet-metal 
ware in February totaled 120,723 doz., 
valued at $341,547, as against 133,570 
doz., valued at $359,570, in January, 
according to reports received from 13 
establishments. 





Car Loadings Dropped 
In Week Ended April 4 


Loadings of revenue freight for the 
week ended April 4 totaled 728,511 
cars, according to the car service di- 
vision of the American Railway Asso- 
ciation. 

Due to the observance of Good Fri- 
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day this was a reduction of 11,568 cars 
below the preceding week this year 
and a reduction of 179,548 cars below 


the same week last year. It also was 
a reduction of 229,714 cars below the 
corresponding week in 1929. 

All districts reported reductions in 
the total loading of all commodities 
compared not only with the same 
week in 1930, but also with the same 
week in 1929, 


75.2% Was Price Average 
Week Ended April 11, 
Says ,Fisher 

According to Prof. Irving Fisher of 
Yale University, wholesale commodity 
prices, based on Dun’s quotations for 
the week ended April 11, averaged 75.2 
per cent. The March average was 
75.9. The purchasing power of the 
dollar, on a 1926 basis, was 133. The 
March average was 131.8. 

Crump’s index of English prices for 
the week on the revised 1926 level was 
67. The March average was 66.9. 

The Italian index on the revised 1926 
basis for the week ended April 4 was 
54.3. The March average was 54.5. 


Bank Clearings Declined 
In Week Ended April 9 


Bank clearings in the United States 
for week ended Thursday, April 9, as 
reported to Bradstreet’s, aggregated 
$8,205,002,000, as against $9,941,779,- 
000 last week and $11,148,132,000 in 
this week last year. This week’s total 
shows a decrease of 17.4 per cent from 
last week and of 26.3 per cent from 
the like week of last year. 





lron and Steel Market 
Has Negative Tone 


A further decline in steel ingot pro- 
duction, additional price recessions in 
light flat-rolled products and wide- 
spread reductions in scrap quotations 
have given the iron and steel market a 
negative tone. Hopes for a recovery 
in activity to a level equaling or ex- 
ceeding that of March are waning, al- 
though there is by no means general 
acceptance of the view that the indus- 
try is merely following the usual sea- 
sonal downtrend from its first half 
peak. . 

Seasonal influences that control the 
course of steel demand in ordinary 
times are naw overshadowed by cycli- 
cal forces. Such important outlets for 
steel as railroad car building and farm 
equipment manufacture have been 
largely shut off. Rail bookings are far 
below normal. The volume of auto- 
mobile production, although still offer- 
ing promise, defies prediction. 





Hay and Manure Forks 
Are Added to Tariff 


Commission Investigation 
(From Our Washington Bureau) 
Hay forks and manure forks have 
been added to the list of agricultural 
hand tools included in the investiga- 
tion being made by the Tariff Commis- 
sion under the flexible provision. 
Hearing will be held in Washington 
on May 12. The investigation was one 
of many called for by Senate resolu- 
tions. 





Department Store Sales 
Were Off 3% in March 


Department store sales showed an 
increase in March as compared with 
February by approximately the esti- 
mated seasonal amount, the Federal 
Reserve Board said, on the basis of the 
reports from 551 stores in 248 cities. 
However, the board’s index, which 
makes allowance for seasonal changes, 
was 97 for March, compared with 98 
for February and 97 for January. 

“In comparison with a year ago, the 
aggregate value of sales in March, ac- 
cording to preliminary figures, was 3 
per cent smaller,” the board said. “In 
making the comparison with a year 
ago, however, allowance should be 
made for the fact that on account of 
the early date of Easter this year sales 


made during March included a much 
larger volume of the Easter buying 
than they did last year, when Easter 
was fifteen days later.” 

For the January-March period there 
was a drop of 7 per cent in sales as 
compared with last year. 

In March, for the first time in 
months, gains were recorded in some 
of the Reserve districts. In the Rich- 
mond district there was an increase of 
7 per cent with a 5 per cent gain in the 
Boston and Minneapolis districts. 

In New York and Philadelphia there 
was no change. Losses for March were 
4 per cent in the Cleveland district, 7 
per cent in Atlanta, 8 per cent in Chi- 
cago, 11 per cent in St. Louis, 8 per 
cent in Kansas City, 15 per cent in 
Dallas and 7 per cent in the San Fran- 
cisco city districts. 
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CHICAGO 


(Chicago office of HARDWARE AGB) 
Cuicaco, April 21. 
PRING activity of every sort is 
getting under way throughout 
the Chicago territory, with a defi- 
nitely favorable effect on hardware 
trade. Conservatism still rules most 
buying. Nevertheless the shoppers 
are in the hardware stores and their 
purchases are sufficient to give the 
wholesale curve its annual upward 
bulge. 


AUTO TIRES AND RADIO 


The advent of good weather has 
stimulated the automobile tire and in- 
ner tube business decidedly. Tires 
and tubes are selling at lower figures 
than ever in their history. The spring 
demand for radio is holding up in 
gratifying fashion; this market con- 
tinues to be dominated by the midget 
or mantel type sets. 


GOODS HAVE APPEAL 


Color and eye-catching finishes are 
now extending so as to cover even some 
of the hardware staples. Packages 
of such items as stove wire, tacks, 
brads, screws, bolts, etc., have been 
made attractive in design and label and 
many are put up in special counter 
displays in order to appeal to the eye 
and tastes of buyers. 


HARNESS, ETC. 


The season on harness, strap work, 
collars and sweat pads is now in full 
swing and shows no let-up, indicating 
that the movement of this line is 
likely to last longer than usual. Alert 
hardware dealers are taking note of 
this development and buying and dis- 
playing accordingly. The current de- 
mand for leather half soles and rubber 
heels is big. The increase in home re- 
pairing is evident. Prices on _ all 
leather goods are extremely low. 


WHEELBARROWS 

With some improvement in building 
activity and ambitious road programs 
under way, the demand for wheelbar- 
rows is expected to show considerable 
acceleration. Prices are down. Fac- 
tory representatives declare there is 
little or no profit in the sale of bar- 
rows at the figures which prevail. 
Jobbers say that dealers are now per- 
haps in a better position than ever to 
compete with the mail-order houses 
and chain stores on such rural goods 
as cow pokes, stanchions, tie-out chains, 


etc. 
CHAIN IS ACTIVE 


Jobbers report an increased demand 
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Spring Lines Are Active. 
Sales Are Increasing. 


for chain, both for farm and home use. 
Generally speaking, prices are firm 
and no radical changes are expected. 
Tire chain prices are out for the 1931- 
32 season; except for some minor ad- 
justments, list prices and discounts re- 
main unchanged. Cow tie-out chains 
are moving briskly. A _ strong  sea- 
sonal call for Tenso coil chain and 
other types of weldless and welded 
chain indicates that much repairing 
and remodeling are under way this 
year. The early movement of porch 
swing chains is satisfactory; even big- 
ger volume is expected later this month 
and in May. Farm chains and other 
wagon and harness chains are selling 
freely. 
NATURAL GAS AIDS 


Natural gas is being piped into 
many new territories and dealers ad- 
vantageously located who have not sold 


gas ranges and heaters are, in numer- 
ous instances, making preparations to 
handle them. The construction of pipe 
lines is going forward rapidly in a 
number of directions. Jobbers are 
offering gas ranges and heaters at low 
prices in deals that do not require ex- 
cessive investment. The range and 
heater people are urging dealers to 
stock and display this merchandise 
well ahead of the entry of the pipe 
lines into their towns. 


OTHER ACTIVE LINES 


Seasonal sporting goods are moving 
in fair volume. The demand for cro- 
quet sets this season is said to be bet- 
ter than ever before. Dealers in in- 
creasing numbers are displaying this 
and other popular games, including 
ping-pong. Paint and varnish is now 
swinging into its regular seasonal de- 
mand. Wall-paper cleaner and _pol- 
ishes of all kinds are popular items. 
Sales of locksets are on the increase, 
showing some evidence of the mild re- 
vival in residential building. 





ROSWEL 


Roswe i, N. M., April 21. 

NCOURAGING _ seasonal _im- 
EK provement is noted in the Ros- 

well, eastern New Mexico and 
Panhandle of Texas territory. Recent 
spring rains and snow have added to 
the already good season in the ground, 
and the wheat crop of eastern New 
Mexico and of the Panhandle of Texas 
is in excellent condition. The same sit- 
uation applies to the sheep and cattle 
ranges, where one of the best pros- 
pects for grass in years prevails. 


MOHAIR AND WOOL 


The mohair clip in the Roswell ter- 
ritory is now in the warehouses and 
amounts to close to 200,000 pounds. 
Shearing of sheep starts at once and 
the wool crop is estimated at 3,500,000 
pounds. The condition of the wool is 
good, and growers are saving a large 
lamb crop. The outlook for an apple 
crop is fair, some of the early vari- 
eties having suffered from a late freeze. 


HIGHWAY PROGRAM 


The highway emergency program 
has already had a beneficial effect in 
absorbing unemployed labor. This is 
true in eastern New Mexico and Texas 
alike. Recent bond issues in the Ama- 
rillo trade territory make available 
$11,000,000. A million dollars’ worth 
of road construction is under way in 
eastern New Mexico at this time. 


Improvement Is Noted 


Nails & Barb Wire Up. 
NEW BUILDING 


New building continues in fair vol- 
ume under existing conditions, and 
there is much remodeling. 


BARB WIRE AND NAILS 


There is little change in wholesale 
hardware prices, the only noticeable 
change being an advance of $2 a ton 
in barb wire and nails. 


RETAIL TRADE, ETC. 


Favorable climatic conditions are 
already stimulating business in out- 
door merchandise, and this index in- 
dicates a normal volume of sporting 
activity for the year in tennis, golf, 
fishing, camping and travel. The 
current volume of retail trade, while 
not up to the peak of 1930, compares 
very favorably with the average year 
at this season. There is also a marked 
variation in the volume being done in 
different lines of merchandise. While 
collections are not satisfactory, they 
are holding up remarkably well under 


conditions. 


TOURIST PROSPECTS 


Tourist volume, which is a big factor 
in retail business in eastern New Mex- 
ico will likely be up to 1930, accord- 
ing to present indications. 








TWIN CITIE 


(Minneapolis office of HARDWARE AGE) 
MinneEapoutis, April 21. 
HE first half of this week was 
set aside as Mid-Season Buyers 
Week by approximately eighty- 
five Twin City wholesalers. The pur- 
pose, as announced, was primarily to 
give the merchants of the Northwest 
a convenient opportunity to place their 
orders for seasonal merchandise. It 
was also projected as a concerted effort 
to keep Northwest trade moving 
through Northwest channels. With 
Easter in the background, merchants 
were given an unusual opportunity to 
come to their market and purchase 
merchandise for their late spring and 
early summer trade. With stocks still 
at a low point in the retail stores, it was 
estimated that they would need to pur- 
chase approximately ten million dol- 
lars worth for the immediate consumer 
demand. Special rates were offered 
by the railroads for the event. 


FARM PROSPECTS 


Spring planting is well along in the 
Northwest States, although in some 
sections it has been somewhat delayed, 
awaiting the right condition of the 
soil, which was not dried out sufh- 
ciently to allow the farmers to get into 
the fields. With the approach of 
warmer weather and better driving 
conditions, automobile accessories and 
supplies are apparently attracting more 
attention, and stocks are being rounded 
out for this demand. Tires, at the 
present low price, are more attractive 
to the car owner than ever, and deal- 
ers’ stocks are well assorted. 


BUILDING INCREASES 


Building seems to be on the up- 
grade, with private residence work 
gaining. Work along this line is just 
starting for year, and the volume is 
rather hard to estimate, according to 
many in the building game. Construc- 
tion work on a number of major proj- 
ects in the larger cities has already 
been started, or will start very soon. 


CLEAN UP AND PAINT UP 


The annual spring Clean Up and 
Paint Up movement is well under 
way, and materials and supplies for 
this work are being well advertised 
and displayed in the stores. The de- 
mand is increasing, and a fairly good 
volume of trade in this field is antici- 
pated. The market for paints and 
paint materials should be very good, 
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as this work has been deferred in 
many instances during the past few 
years, awaiting more favorable con- 
ditions. Lawn and garden tools are 
also in demand, and lawn hose _ is 
starting to sell in a retail way. 


SPORTING GOODS, ETC. 


Sporting goods and children’s~ out- 
door play equipment is also attracting 
public attention. With the opening of 
the baseball season, balls, bats, gloves 
and mitts for the school boy have made 
their appearance in store displays, and 
sales are showing some activity. Wheel 
goods are also in demand, and it ap- 
pears to be another good bicycle year. 
Hardware retailers have found the bi- 
cycle a very good item in recent years, 
and the use of them is more general 
than ever. 





Buyers’ Week Aids Trade. 
Prices Are Little Changed 


CURRENT DEMAND 


While the general movement of hard- 
ware is not so great as many dealers 
and jobbers have been desiring for 
this time of the year, the volume is 
keeping up fairly well, and this year 
should show up favorably in com- 
parison with last year. More aggres- 
sive efforts on the part of retailers is 
producing results, and dealers who 
have gone out after business find that 
they can increase their totals in this 
way. 


PRICE TREND 


Prices are firm, showing no changes 
from those quoted last week. Col- 
lections are still rather difficult, but 
the volume is holding up well, con- 
sidering all of the conditions at the 
present time. 





ATLANT 


(Atlanta office of HARDWARE AGE) 

Attanta, April 21. 
EASONAL temperatures and the 
demand for spring merchandise 
has no doubt been responsible 
for the upward trend in hardware 
sales through hardware  jobbing 
houses serving this territory during the 
past few weeks. Sales during March 
and for the first half of April have 
been very encouraging, but are about 
20 per cent to 25 per cent below the 
same period of last year. Present in- 
dications point very favorably to a 
slow but steady improvement in busi- 
ness as the season advances and it is 
anticipated that April sales volume 
will make an unusually good compara- 

tive showing with that of last year. 


IN DEMAND - 


As the spring season advances such 
items as hose, hose fittings, lawn ac- 
cessories, horse clippers, ice cream 
freezers, water coolers, refrigerators 
and electric fans are beginning to 
show activity. Garden tool sales in- 
dicate unusual interest in gardening 
this season. Building is showing a 
trend toward more activity as spring 
advances and builders’ hardware is 
showing improved activity. Jobbers’ 
stocks are reported full and well as- 
sorted with staple hardware items, and 
while orders for staple lines have been 


Upward Trend Noted 
Future Orders Good 


rather slow during the past few 
months, a general improvement is no- 
ticeable. 

Orders for future delivery are re- 
ported as being very good and book- 
ings are being made on axes, ammuni- 
tion, stoves, ranges, stove pipe, elbows, 
etc., for shipment in July, August and 
September. 


PRICE CHANGES 


Price changes are few and none of 
importance have taken place during 
the past few weeks. 


COLLECTIONS 


Collections continue about the same 
and are considered as being fair under 
present conditions. From some _ sec- 
tions of the territory retailers report 
improvement in collections, while from 
other sections reports are the opposite. 


HOME BUILDING 


The most interesting development in 
real estate just now is a gradual im- 
provement in the home building situ- 
ation. During the past week announce- 
ments were made of unusual develop- 
ments in Atlanta subdivision areas. 
Agents report the beginning of a de- 
mand for vacant lots. Some of the 
professional builders are beginning to 
resume operations and individual home 
builders are also showing signs of life. 
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PITTSBURG 


(Pittsburgh office of HARDWARE AGE) 
Pitrsspurcu, April 21. 

ITH improved weather con- 

ditions in this district, the 

hardware trade in the last 
week has shown the most substantial 
improvement in many months. While 
most of the increased demand reported 
by jobbers is in seasonable items, the 
total volume has been very satisfactory, 
and the urgency which characterizes 
most orders indicates generally low 
levels of retailers’ stocks. Fertilizer, 
which has been moving moderately well 
for about a month, was particularly 
active last week, and demand for 
housecleaning supplies, lawn rollers, 
forks, rakes and other small farm tools 
improved considerably. In the house- 
cleaning supply line particular im- 
provement was reported in wall paper 
cleaners, and retailers are taking ad- 
vantage of the fact that less papering 
than usual is being done this year to 
increase their sales of cleaners. In- 
side paints and varnishes have also 
been moving in good volume, although 
outside paints have not been especially 
active thus far in the year. Sporting 
goods have been rather dull, but the 
opening of the baseball season in 
Pittsburgh this year is expected to 
stimulate demand for baseball prod- 
ucts considerably. 


PRICE INFORMATION 


Price changes have not been of 
much importance. Jobbers have re- 
vised their axe prices to reflect the 20 
per cent reduction recently announced 
by manufacturers, and single-bit axes 
are now quoted at $12 per doz., base, 
and double-bit at $16, base. This is 
the first substantial change in axe 
prices in about seven years. Bolt and 
nut discounts are well maintained in 
the Pittsburgh district, and nails and 
other merchant wire products are hold- 
ing better than heretofore. Jobbers 
generally are quoting $2.15 per keg 
for nails. Turpentine has been ad- 
vanced lc. per gal., and is now quoted 
at 67c. per gal. in barrel lots. Linseed 
oil, on the other hand, is lower at 
slightly over 10c. per lb. in barrel lots. 
White lead is unchanged. 


INDUSTRIAL CONDITIONS 


Basic industrial conditions in the 
Pittsburgh district continue rather un- 
satisfactory. Steel ingot production is 
still tending downward, and a steel 
works blast furnace is blown out. 
The ingot rate of the district has 
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dropped under 50 per cent after hav- 
ing risen to about 55 per cent for a 
time during March. Steel finishing 
operations are also lower in many de- 
partments, although production of tin 
plate, reinforcing bars and structural 
shapes is still advancing moderately. 
Curtailment has been most pronounced 
in sheets, strips, bars and other prod- 
ucts going to the automobile industry. 
Steel prices are still unsettled, al- 
though not definitely lower in any im- 
portant lines. 

The coal industry has shown little 
change. Coal is beginning to move 
from West Virginia fields to the Great 
Lakes, but domestic consumption has 


Sales Gain Is Marked 


Axe Prices Are Lower 


naturally declined, and no improve- 
ment in railroad and industrial demand 
has developed. 

Demand for glass from the automo- 
bile industry is holding up fairly well, 
but shipments this month will prob- 
ably fall behind March. Flat glass 
going to the building industry is quiet, 
with the type of building now most 
active calling for little glass. 

CREDIT SITUATION 

Collections are still slow, but heavier 
movement of seasonable goods is ex- 
pected to relieve both hardware job- 
bers and retailers in the next month 


or two. 





MEMPHI 


(Memphis Correspondent of HARDWARE AGE) 
Mempuis, April 21. 


ALES in the Memphis trade ter- 

ritory have improved during the 

month of March, but the im- 
provement has been of small conse- 
quence, so far as volume is con- 
cerned. The biggest help in this 
direction is in the fact that the 
character of sales is better as they 
cover a bigger variety and include 
more staple goods. This is what might 
be termed a repair season, and prac- 
tically every volunteer order, and 
certainly every salesman’s order has 
on it more or less implement repairs 
of varying nature. From the nature 
of orders it is possible to tell whether 
the farmers are economizing and 
whether or not they are going to pro- 
duce their crop economically. This 
year they are going to produce it 
cheaply. When conditions are flush 
and money is plentiful and easy, they 
buy new plows, planters, hoes, etc., 
and in a season like this, they buy 
new points, new plates, new bolts to 
replace old ones, new handles for the 
broken hoe handles, new single tree 
irons and probably make the wood 
themselves and many other things do 
they do to economize. There is one 
consolation in this, that reaches even 
to the jobber and the dealer who has 
this merchandise to sell. Prosperity 
always follows when the farmer econo- 
mizes the expense of his crop, and it is 
predicted that this will result this year, 
as it always has in the past, and that 
local wholesalers will have more busi- 


Sales Improve Slowly— 
Some Prices Are Lower 


ness during the fall than they can take 
care of. 


FUTURE ORDERS 


Future selling has been more brisk 
during the past 30 days. Dealers ap- 
pear to be more willing to buy such 
merchandise as they will use during 
the fall months, which is an indication 
that the same feeling expressed above 
regarding fall business has gotten hold 
of the dealer trade over the territory. 
Jobbers are selling better quantities of 
loaded shells, metallic ammunition and 
guns now than they have at any period 
since the selling season opened in 
January. 

The jobber’s market looks a good 
deal® brighter and regardless of the 
fact that the actual volume of sales 
has not materially increased, there is 
a lot of satisfaction in doing business 
characterized as_ present business, 
rather than as it was a few weeks ago, 
when nothing had an appeal to it. 


COTTON PLANTING 


Right at this time cotton farmers are 
using all of their available equipment 
and help of every sort bedding for 
and planting cotton. It has been a 
long time since they have had the ad- 
vantages of fine weather conditions 
such as they have experienced during 
the season for preparation this year, 
and it looks very much now like they 
will be able to put seed in the ground 
in better shape than they have for a 
long time. If the present favorable 
weather conditions continue, there will 
certainly be less replanting and more 
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original planting brought up to a good 
stand than is usual. This will enable 
the farmers to economize further be- 
cause the additional expense of seed 
and labor for replanting will be 
eliminated. 


CONSTRUCTION WORK 


All over the South there is a tremen- 
dous quantity of construction work 
being started, both on highways and 
levees. Levee work is especially active 
at this time. Some very large con- 
tracts have recently been placed, some 
on which activities have not begun at 
this time. These are going to afford 
labor for a great number of men all 
during the spring and summer months. 
There is more road construction now 
in progress and in prospect for be- 
ginning in the next few weeks in Mis- 


BOSTON 


(Boston office of HARDWARE AGE) 
Boston, April 21. 
OCAL jobbers’ sales are making 
a very creditable showing. In 
volume they are running ahead 
of a year ago, and in value are about 
on a par. It is conservatively esti- 
mated that sales of certain houses 
are running about 25 per cent ahead 
of April, 1930. That the value of 
sales has not increased in proportion 
to volume of business is due to the 
shrinkage in values since April, last 
year. It is openly admitted by job- 
bers that they have been obliged to 
make heavy writeoffs on inventories 
during the past year. 

Despite the active buying by retail- 
ers, their reports of business condi- 
tions do not tally with jobbers. The 
average retail concern is only doing 
fairly well at best, and in rare cases 
are sales keeping pace with those of 
a year ago. The sizable aggregate 
weekly retail purchases are therefore 
ascribed generally to the fact that 
stocks of goods were allowed to get 
down to the lowest possible point. A 
majority of retail stores within 30 
miles of Boston were closed Monday, 
April 20, in celebration of Patriot’s 
Day, April 19. All jobbing houses 
were closed. 


Orders Diversified 

The average retail order received by 
jobbers is diversified, demonstrating 
that retail stocks are badly broken. 
Things that are selling especially well 
include flower boxes, ash sifts, fencing 
of all kinds, flower bed guards, rubbish 
burners, conductor pipe, galvanized 
pails, wire cloth, chicken supplies of 


50 


sissippi and Arkansas, than these 
States have shown for a number of 
years. The local office of the Build- 
ing Inspector reports permits ahead of 
the same period last year. 


PRICES LITTLE CHANGED 


There has been comparatively few 
changes in prices on general lines of 
merchandise. Our prediction has been 
all along that there would be some 
changes in evidence at the beginning 
of the second quarter, but that period 
was passed on April 1 with very little 
disturbance in general prices. There 
is one outstanding exception to this, 
however, and that is axes, hatchets and 
hammers. Leading manufacturers re- 
cently announced reduced prices. The 
change is a very considerable one, too. 
Hatchets and hammers in some _in- 





Volume Exceeds Year Ago; 
Some Prices Are Lower 


every description, garden rakes, rub- 
ber and bamboo rakes, especially the 
rubber, roller skates, watering pots, 
hose nozzles and lawn sprinklers. 

Builders’ hardware, although by no 
means active, is more so than at any 
previous time this year, and some im- 
provement is noted in the movement of 
nails and wood screws out of jobbers’ 
stock. Screens and doors have begun 
to appear on retail orders, and the call 
for wire cloth is moderately good. 

With the trout season on in Massa- 
chusetts, Rhode Island, Connecticut and 
New Hampshire, and the salmon sea- 
son on in Massachusetts and New 
Hampshire, fishing tackle is attracting 
a lot of attention in hardware circles, 
With woods fires starting up all over 
New England, retailers in a number of 
instances have built up qpite a good 
fire extjnguisher business. 


AGRICULTURAL OUTLOOK 


While agriculture is not carried on 
as extensively in New England as in 
many other parts of the country, it 
nevertheless is a highly important part 
of its business life. Maine is the lar- 
gest potato growing State in the Union, 
and the onion growing industry in the 





stances dropped as much as 25 per 


cent. There is a general equalization 
and adjustment of prices all through 
the line. Hatchets, also, show a decline 
of as much as 25 per cent on some of 
the first quality goods with general ad- 
justment throughout the line. The de- 
cline in first quality single bit axes is 
about $3 per dozen, with proportionate 
declines for double bits and other single 
bits of special quality. This adjust- 
ment also shows practically a 20 per 
cent decline in handles that are driven 
in axes. Considering the matter all 
the way through, axes, hatchets and 
hammers are on a very much more 
favorable price basis now than they 
have been for some time and as it is 
considered that the present adjust- 
ment of prices covers all the changes 
that will be made during this season. 


Connecticut Valley has always been 
very important. 

Indications are that Maine potato 
growers the past season made money, 
and it is doubtful if they plant more 
this year than they did in 1930. The 
past two years have been disastrous 
ones for onion growers, however, and 
they are_ endeavoring to devise some 
way to make money with their lands. 

For New England crops in general, 
the outlook is not particularly bright 
owing to the agricultural activities in 
other sections of the United States 
and the heavy shipments from these 
sections into New England. 


MORE PRICE REDUCTIONS 


The downward movement in prices 
for merchandise handled by hardware 
concerns has been resumed, if recent 
changes can be taken as an indication. 
New prices have been issued on axes, 
and these are lower than heretofore. 
New prices also have been issued on 
some of the leading makes of radio 
tubes, and these, too, are lower. 

Most kinds of sidewalk cleaners, ice 
chisels and corn hooks have been re- 
duced about 10 per cent. In sidewalk 
cleaners, No. SCX71% now cost $7.75 a 
dozen, No. Z7, $3.20. No. 1C ice chisels 
now wholesale at $9.25 a dozen, and 
No. 7C, $9.25. No. 6C corn hooks are 
now priced $4.90, and No. 22C, $2.70. 





Babson Makes Prediction 
Of Returning Prosperity 


Roger W. Babson, Massachusetts 
economist and statistician, recently pre- 
sented his views with regard to busi- 
ness prospects to President Hoover. 
Although Mr. Babson predicted a two- 


year lagging of the stock market, he 
said further: 

“For the first time since I took such 
a bearish attitude early in 1929 I have 
become optimistic as to the future in 
business,” he said. “For the first time 
I am able to see the clouds breaking, 
from a statistical point of view. We 
have turned the corner.” 


HARDWARE AGE 














New York, April 21. 


NFLUENCED by several stimulat- 

ing factors, the local hardware de- 

mand has shown improvement. 
Metropolitan wholesalers, as a rule, are 
busier at the present time than they 
have been during any previous week 
this year. A rather extended period of 
fair and mild weather has favored trade 
activity. As dealer stocks are generally 
at low levels, the consumer demand 
made itself immediately felt, with the 
result that many merchants found it 
necessary to place urgent orders 
for replenishment purposes. The pick- 
up in business is largely attributed to 
the seasonal expansion in the call for 
seasonal goods, although some staple 
lines are also in better demand. Cur- 
rent wholesale sales are averaging 
about 10 per cent behind the corre- 
sponding period of a year ago. This 
represents about the extent of the 
shrinkage in value during the past 
year. So far as quantities are con- 
cerned they are but slightly smaller 
than a year ago. In a few instances 
some local jobbers have been able to 
maintain sales, so far this year, at 
levels on a par with 1930, or even 
slightly better. 


MUST HAVE GOODS 


While the purchase of large surplus 
stocks is not being advocated at the 
present time, in view of easier price 
trends, it is pointed out that many 
dealers are overly cautious in placing 
orders. Wholesalers are stressing the 
necessity of carrying ample quantities 
in order that dealers will be able to 
promptly cope with the consumer de- 
mand. 


ACTIVE MERCHANDISE 


In addition to the active demand 
prevailing for a wide variety of sea- 
sonal merchandise, goods in the hot 
weather class are showing more life. 
Oil cook stoves and ovens, thermos 
bottles and jugs, electric fans, ice 
cream freezers and dippers, lawn and 
beach furniture, refrigerators and sim- 
ilar lines have started to move in fair 
volume. Among the spring lines, fer- 
tilizers, seeds, spraying equipment, 
poultry netting window screens, screen 
doors, screen hardware, lawn mowers, 
garden hose, lawn rollers, hose reels, 
wheelbarrows, lawn fence and paints 
are especially active. 


HOUSEFURNISHINGS 


Housefurnishings are in excellent 
demand under the impetus of spring 
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house-cleaning programs. Carpet 
sweepers, oil mops, floor waxers, pol- 
ishes, cleaners, galvanized pails, mop 
wringers, scrub brushes, dusters and 
kindred cleaning items are quite ac- 
tive. Moth preventives of various 
types are also moving in good volume. 
As a rule, housewares, generally speak- 
ing, have been less effected by the bus- 
iness deflation than most other major 
hardware lines. 


BUILDERS’ HARDWARE 


The demand for builders’ hardware 
has shown some improvement as a re- 
sult of increased residential construc- 
tion in the suburbs. Prices are very 
low and in many instances are said to 
represent figures below the cost of 
actual production. The recent sharp 
price declines in some types of hand 
tools have stimulated the demand, al- 
though the call for tools still leaves 
much to be desired. 


Demand Shows Improvement 
Sales Are Nearer Normal 


SPORTING GOODS 


With the opening of the trout season 
and the start of the salt water fishing 
season, the demand for tackle has ma- 
terially improved. Baseball goods, and 
golf and tennis equipment and croquet 
sets are also enjoying a fairly active 
demand. 


PRICE TENDENCY 


Competition for business has resulted 
in considerable price irregularity in 
numerous spring and_ staple lines. 
This is particularly true of screen wire 
and poultry netting. No recent 
changes of consequence have been an- 
nounced by manufacturers. The gen- 
eral tendency continues to reflect easier, 
rather than firmer trends. 


COLLECTIONS 


The complaint among wholesalers as 
well as dealers with respect to col- 
lections is rather general, but improve- 
ment is expected. 





CINCINNAT 


(Cincinnati office of HARDWARE AGE) 
Cincinnati, April 21. 
ITH the advent of real 
spring weather, a_ slightly 
better demand for seasonal 
items has been noticed during the last 
two weeks by district hardware job- 
bers. Buyers, however, continued’ to 
be very conservative in buying and 
relatively few future orders are being 
placed. 


TREND IS UPWARD 


While district jobbers continue to 
complain of the present business vol- 
ume, there has been a slow but steady 
uptrend in sales since the middle of 
February. This, of course, has not 
yet brought current business up to the 
normal standard, but at least has 
given substantial foundation to the 
present market optimism. 


STAPLE GOODS 


Staple merchandise is holding its 
own in the demand, but this has not 
been up to the. normal volume. All 
items, both seasonal and staple, are 
moving, but nothing appears to be of 
especial interest to consumers. 


RETAIL TRADE 


Local dealers are stocking items only 


Slight Gains Made 
Trend Is Upward 


as the need arises and are not quib- 
bling about prices. Accordingly, the 
current schedules are being fairly well 
maintained since buyers are taking 
items at the prices quoted. They con- 
tinue to complain of the present trend 
of business, although they are not suf- 
fering in any greater degree than re- 
tailers in other lines. In fact, in some 
instances it appears that hardware re- 
tailers are enjoying slightly better de- 
mand than retailers in other types of 
business. 


GENERAL CONDITIONS 


Industrial employment during March 
showed no change from February. Sta- 
tistics, recently made public, show that 
employment stayed on the same level 
during March as in February. How- 
ever, on the usual seasonaal basis, 
March shows a definite decline in em- 
ployment as compared with seasonal 
figures of previous years. 

The local stock market continues to 
show much fluctuation. While there 
have been some increases in quotations 
on some items during the last two 
weeks, these rises have not brought the 
level to previous highs of this year. 
The entire undertone of the stock mar- 
ket appears to be one of uncertainty. 

Real estate and building markets ap- 
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pear to be getting under way. Many 
small construction contracts are _be- 
ing made and work on the major pro- 
jects is gradually beginning to hit its 
stride. Whether or not the activity will 
be on a parity with previous years 
remains to be seen. Sales of real 
estate are holding their own, but noth- 
ing worthy of feature has yet material- 
ized. 


to reflect the cautiousness of the gen- 
eral consuming public. Sales of steel 
and pig iron have remained at a steady 
rate for the last several weeks as buy- 
ers close for their immediate needs. 
With anticipated increase in automo- 
tive production during April, local au- 
tomotive foundries and steel plants sup- 
plying automobile factories anticipate a 
revival in demand. 


tools, however, have not felt any no- 
ticeable increaase in demand. Here 
and there the volume of orders spurts 
upward, but this is generally offset by 
the extreme dullness in other direc- 
tions. In fact, in some instances still 
further curtailment of production has 
become necessary. 


COLLECTIONS 








IRON AND STEEL 


The iron and steel markets continue 


MACHINE TOOLS 


Local manufacturers 


Little or no change has been seen in 
the credit situation. Collections con- 


of machine tinue to be slow and unsatisfactory. 





Answers Query on Loss Leaders 


AtTmorE, ALA.—We have read with a great deal of in- 
terest your article on “Development of Store Traffic with 
Loss Leaders” as shown on page 61 of HarpwareE AGE, 
issue of Feb. 5, 1931. 

We hope that we are not presuming on your time but 
there is one question in our mind that we would like to 
have answered and that is how long a period do you run a 
loss leader? In other words, do you consider it advisable 
for one day or for one week? We would appreciate your 
telling us just how long has been your practice to run a 
loss leader and we wish to tell you that we have enjoyed 
your article very much. 

If at any time it is possible for us to return this favor, 
we will be more than glad to do so. 

With best wishes for your continued success. 

EscaMBIA Harpware Co. 
Fred A. George. 


Rocuester, N. Y.—We are pleased with your kind 
comment on the loss leaders article in HARDWARE AGE. 

We set no time limit on loss leaders sales, but buy a 
special lot of something decided on and sell that lot at 
the price. 

For example: Have just purchased one gross of colored 
dust pans which will cost us about 7 cents each delivered. 
These will be sold at 5 cents each until they are gone. 

They are kept on display until the pile becomes unim- 
pressive and then held for customers who ask “Have you 
any more of those 5-cent dust pans?” 

Hope this answers your question satisfactorily. 


M. Van Dussen. 





Pittsfield Still Has the Trowel 
Troi is in Pittsfield, Mass., one of the best ap- 


pointed stores selling garden tools and accessories 

that I know anything about. I had marked it on 
previous visits to that town and it was strongly recom- 
mended to me by a friend living there, and although it is 
forty miles from my country home I made a point of call- 
ing during my last visit to complete my battery of garden 
tools. I particularly wanted a steel trowel such as I had 
owned before the war. I have had three trowels this last 
summer which were apparently made of tinfoil, because 
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each one doubled up under the*weight of lifting a tulip 
bulb. I had not been able to find this particular trowel 
in even the best appointed New York stores. Sure enough 
the Pittsfield firm had one wired to a drawer. The sales- 
man pulled open the drawer and regretfully informed me 
that they were sold out. “How about the one fastened 
to the drawer?” I asked. No, that could not be sold. 
That was the sample. “But why a sample when you have 
no more to sell?” “Oh, we'll order some more next 
spring.” “When you order your new stock why will not 
one of those serve for a sample?” The clerk was obdurate 
to my argument. I asked for the proprietor and he sup- 
ported the clerk. They positively would not sell the sam- 
ple. I finally wrung from him the admission that the 
sample had been specially treated to keep it from rusting 
and that was why they would not sell it. It was a perma- 
nent sample. 

Without going into the question as to the commercial 
ethics of a sample which had been improved above the 
condition of the regular line, this house deliberately made 
an enemy, or in other words, lost a good customer by 
sticking to an unreasonable policy. I had planned to 
spend about twenty-five or thirty dollars at this particular 
time, but naturally I took my wants and my money some- 
where else, although I have not yet succeeded in finding 
a trowel of which perhaps the only sample in the world is 
still wired to the front of a drawer in Pittsfield. 

EarNEST ELMO CALKINS, 
, in Advertising & Selling. 





Deming-Mueller 
Cellar Drainer 


Deming-Mueller cellar drainer No. 
4600 is a vertical pumping unit, de- 
signed for draining cellars, boiler rooms, 
tunnels, elevator pits, etc. It is of the 
submerged type, operating automatically. 
The Deming Co., Salem, Ohio, makes 
this unit, which has complete water end 
of non-corrosive material and impeller of 
open, non-clogging type. Lower bearing 
is of graphite, highly compressed and 
immune to oil. Shaft is of stainless 
steel, supported at the upper end by a 
heavy type deep-groove ball bearing. 
This unit is capable of handling from 45 
gal. per minute at 40 ft. head. 
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THE ONLY. SHOT THAT COUNTS !S THE SHOT THAT HITS 











Recently the Village Board 
of Ilion, in the Mohawk 
Valley of New York State, 
decided that the town should 
have an official seal. Prizes 
were offered to high school 
students for the best design. 
The judges selected the draw- 
ing submitted by Richard 
Comins which is based upon 
a statuette of Eliphalet Remington that 
received the first award in a competition 
during the Remington Centennial Celebra- 
tion in 1916. 

For 115 years Remington Arms have 
been in Ilion. It was in 1816 that Eliphalet 
Remington made the first Remington 
Rifle at his father’s blacksmith’s forge. 





The Greatest Value Ever Offered— 
The Remington Standard American 
Dollar Pocket Knife 











THE SEAL 
OF A STURDY 
COMMUNITY 
OF STERLING 
CRAFTSMEN 





manuface- 


Since then, the 
ture of Remington prod- 
ucts has become the chief 
industry of the town and 
generations of [lion citizens 
have worked side by side in 
the plant. 

Naturally we feel honor- 
ed in being represented on 
the village seal by that sturdy 
forefather of ours. It is the fine tradition 
of craftsmanship that he started, and 
which has been handed down from 
father to son among the workers in the 
Remington plant, that is responsible for 
the position of leadership maintained by 
Remington Products throughout _ the 


of Lov, 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-0766 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 


© 1931 R. A. Co. 
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Hor orr THE Nam Kec 


Mother—*Now go to sleep, Willie; a 
big boy like you must not be afraid of 
the dark, and, besides, the angels are 
right here with you.” 

Willie (after mother had turned out 
the light and gone downstairs)— 
“Mother, do angels bite?” 

Mother (calling from downstairs )— 
“No, of course not!” 

Willie (excitedly)—‘‘Then _ there’s 
some darn thing in this bed besides me 
an’ the angels!” 


A little girl hurried into a drugstore 
and said: “I want some liniment and 
cement.” 

The druggist was puzzled by the 
unique order. 

“Liniment and cement?” he queried. 
“Are you going to use them both at the 
same time?” 

“Yes, sir,” replied the little girl. “Ma 
hit Pa with a big crock jar.” 


“Who was that fellow Pan?” 

“He was just half man and _ half 
goat.” 

“Just another husband, then.” 


“Yes, sister Maggie is a very fortu- 
nate girl.” 

“Yes? Why?” 

“Dunno. But she went to a party 
last night and played blind man’s buff 
all the evening. The gentlemen hunt 
around and find a girl, and then they 
must either kiss her or give her a dol- 
lar.” 

Wes. 

“Maggie came home with thirty dol- 
lars.” 


Book Agent (to farmer)—“You 
ought to buy an encyclopedia now that 
your boy is going to school.” 

Farmer—*Not on your life. Let him 
walk, the same as I did.” 


Old Skinflint—‘“Here, boy, what’s 
this you were shouting? ‘Great swindle 
—60 victims!’ I can see nothing about 
it in this paper.” 

Newsboy—“Great 
tims!” 


swindle—61 _ vic- 
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Teacher: “Tommy, you ought not to 
be at school with your mother ill with 
diphtheria. She might give it to you 
and all the class might get it.” — 

Tommy: “That’s all right, miss. It’s 
only me stepmother. She never gives 
me nothing.” 





Ira, this is our twenty-fifth wedding 
anniversary; shall we kill a chicken?” 

“Why punish the chicken for what 
happened twenty-five years ago?” 





Little boy of ten years: Mother, I 
gave my girl a box of candy today. 

Mother: That was nice. What did 
she say? 

Little boy: Oh, she just grinned, and 
kicked me in the pants. 

A little boy from Canada who had 
never seen a negro was riding with his 
uncle in New York when he saw a col- 
ored lady. 

“Why does that woman black her 
face?” he asked his uncle. 

“That’s her natural color,” said the 
uncle. 

“Is she black like that all over?” 

“Yes,” replied the uncle. 

“Gee, Uncle,” said the lad, admir- 
ingly, “you know everything, don’t 
you?” 





Lady Customer: I want a pair of 
bloomers I can wear around my gym- 
nasium.” ' 

Clerk (absently): “Certainly, mad- 
ame; what size is your gymnasium?” 


“Willie, the 





Mother: canary has 
gone!” 

Willie: “But mummy, it was there 
just now when I was tryifig to clean its 


cage with the vacuum cleaner.” 





Dinnis Muldoon says the nicest thing 
about a clay pipe is that if you drop it 
on a brick sidewalk you do not have to 
stoop to pick it up. 





“You remember when you cured my 
rheumatism a couple of years ago, 
Doc?” asked the patient, “and you told 
me that I should avoid dampness?” 

“Yes, that’s right,” replied the doc- 
tor, approvingly. 

“Well, I’ve come to ask you if I can 
take a bath.” 


Critic: “Ah! And what is this? It 
is superb! What soul! What expres- 
sion!” 

Artist: “Yeah? That’s where I clean 
the paint off my brushes.” 





Overheard on the boat: “I went West 
in °89,” said the New Yorker. 

“How fur did ye git?” queried the 
miner. 

“Buffalo,” said the New Yorker. 

“T went East th’ same year,” re- 
plied the miner. “Went as fur’s Butte. 
Montana. Nearly ran into each other, 
didn’t we?” 


“Why did you leave your last posi- 
tion?” 

“There was no future in it.” 

“Why?” 


“The boss was already married.” 





Vicar (filling in date on baptismal 
certificate): “Let me see, this is the 
eighteenth, isn’t it?” 

“Mother: “Lor’ 
Only the sixth.” 


lumme, sir, no! 





“Do you know a fellow down your 
way with one leg named Oliver?” 

“I’m not sure,” returned the other 
doubtfully. “What’s the name of the 
other leg?” 


He: I can’t see why you should re- 
fuse to marry me because I asked for 
just one kiss! 

She: Well, any modern fellow who 
would ask for a kiss isn’t aggressive 
enough to make a good living. 





Proud Father: Don’t you think it’s 
about time the baby learned to say 
“papa”? 

Mother: Oh, no; I hadn’t intended 
telling him who you are until he be- 
comes a little stronger. 





“Dearest Annabelle,’ wrote Oswald, 
who was hopelessly in love. “I would 
swim the mighty ocean for one glance 
from your dear eyes. I would walk 
through a wall of flame for one touch 
of your little hands. I would leap the 
widest stream in the world for a word 
from your lovely lips. As always, your 
Oswald. 

“P. S—Ill be over Saturday night 


if it doesn’t rain.” 
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ELL your paint customers about 
Tr speca mixing” with Dutch Boy 
—a quick, easy way to make pure 
white-lead paint. Tell them about 
Dutch Boy Soft Paste—the easy-to- 
thin white-lead. 

. Stir it! Pour it! Thin it! That’s all 
there is to “speed mixing” with Soft 
Paste. From white-lead to paint at 
the rate of a gallon of paint aminute. 
No“breaking up”! Just a few minutes 
of easy mixing to make pure white- 
lead paint that tints evenly, hides 
perfectly and brushes smoothly. 

8 painters in every 10 use Dutch 
Boy White-Lead. Here’s why: Be- 
cause it safeguards their reputations 
for quality work. Because it gives 
beautiful, long-wearing paint jobs. 
Because it makes a paint that doesn’t 
crack or scale...a paint that has the 
advantage of wearing down smooth- 
ly by gradual chalking, leaving a 
perfect surface for repainting. 

Get your paint customers to try 
Dutch Boy Soft Paste and 
“speed mixing” on the next 
painting job. They'll be glad 
to learn how Soft Paste saves 
time and money. 
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Dutch BoyWhite-Lead 
is sold in 12%, 25, 50, 
and 100 lb, kegs and 
comes in heavy paste as 
wellas soft paste form. 
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SELL 


“SpeFD MINING” 






NATIONAL LEAD COMPANY 
New York, 111 Broadway; Buffalo, 116 Oak St. ; Chicago, 
900 W. 18th St.; Cincinnati, 659 Freeman Ave. ; Cleve- 
land, 820 W. Superior Ave.; St. Louis, 722 Chestnut St.; 
San Francisco, 2240-24th St.; Boston, National-Boston 
Lead Co., 800 Albany St.; Pittsburgh, National 
Lead & Oil Co. of Pa., 316 Fourth Ave.; Philadel- 
phia, John T. ‘Lewis & Bros. Co., Widener Building. 
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MASTER 


MASTER will re- 
lease the Fastest 
selling Padlock 


assortment ever 
offered to the 
Hardware Trade! 


Quick 
Turnover 


Bigger 





Profits 





for Every dealer 
—makes it desir- 
ableto orderTwo 
or Three of these 


specials at a time! 


MASTER LOCK CO. 


World’s Largest Exclusive 
Padlock Manufacturers 


Milwaukee, Wis., U. S.A. 
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| Most Store Failures Are Caused 


by Incompetence 


(Continued from page 33) 


' is a feeling that wholesalers are at 


fault at times, in inducing or tempt- 
ing or making it dangerously easy 
for ill equipped persons to enter the 
retail field. Other reasons assigned 
for retail failures were: poor loca- 
tions; scant economic justification, 
and failure to measure markets ac- 
curately. All of the foregoing causes 
were said to disclose an absence of 
“scientific approach.” 

Another principal cause originated 
from the tendency to speculate. Of 
the failures studied by the Depart- 
ment in Newark, N. J., 17 per cent 
attributed their failure to speculation 
in real estate. 

Paul D. Converse, Professor of 
Marketing at the University of IIli- 
nois, recently completed a study of 
retail mortality in that State. He 


found that the average business life 
appears to be longer in the small 
towns than in the larger cities. Of 
the 1] trades studied, he also ascer- 
tained that hardware, drug, dry 
goods and department stores had the 
longest lives. 

According to a complete record of 
commercial failures in 1930, as com- 
piled by R. G. Dun & Co., the total 
of 18,393 was the largest to be re- 
ported in several years. The total 


_represented failures in 15 different 


classes of trade. During each of the 
past five years, failures designated as 
“Hardware, stoves, tools” numbered 
as follows: 1930—643; 1929—542; 
1928—507; 1927—465 and 1926— 
430. The total number of hardware 
failures during the five-year period 
aggregated 2,487. 





New Catalogs and Dealer Helps 


Masback Shows Entire 
Line in New Catalog 


Catalog No. 31 has just been issued by 
Masback Hardware Co., 82 Warren Street, 
New York City, showing the complete line 
handled by that company, each item listed 
being illustrated. Many display fixtures 
and dealer helps are illustrated and de- 
scribed. Among the features of this cata- 
log of more than 795 pages is the high 
grade cover and paper used. Sheets are 
of standard size coated paper, with fine 
engravings and high grade printing. The 
book is very carefully cross-indexed with 
related and similar items kept closely to- 
gether, making the catalog extremely con- 
venient for dealer reference. 

The Masback policy of selling only to 
retail hardware and specialty housefur- 
nishing stores is outlined in the front of 
the book. A brief history of the Masback 
organization is given. 





Hurley Machine Issues 


Salesmanship Course 


Hurley Machine Co., Twenty-second 
Street and Fifty-fourth Avenue, Chicago, 
Ill., has issued a practical, comprehensive 
course in Successful Salesmanship, for 
salesmen handling the THOR washing and 
ironing machines. The course, which is 
said to be the first of its kind to cover 
home laundry appliance selling, contains 
five sales lessons, each in a separate book. 

With each of»the five assignments is a 
questionnaire form so that the salesman 
may be graded by the Hurley organizativn. 
Salesmen receiving a gradé of over 75 per 


cent are given diplomas, if they have com- 
pleted the course in the required time. 
The lessons cover the prospect and her 
laundry problems, how to get customers to 
allow a demonstration, how to demon- 
strate and how to close a sale as well as 
other sales information. 





Corbin Cabinet Lock 
Issues Catalog Pages 


Several new catalog sheets have been 
issued by Corbin Cabinet Lock Co., New 
Britain, Conn. Included in the sheets, 
which have index numbers, are letter 
boxes, key blanks, keys, counter displays 
and padlocks for dog collars, golf bags 
and general uses. Displays include one 
showing assorted Corbin padlocks and a 
display card for the Corbin extruded 
metal padlocks on which is suspended a 
padlock so fixed as to show its working 
parts, with two keys on a chain attached 
to the lock. A supplementary index sheet 
has also been issued. 





Griffin Issues Attractive 
Catalog of Entire Line 


Catalog No. 19, describing the entire 
line of Griffin hinges and wrought steel 
hardware has just been issued by Griffin 
Mfg. Co., Erie, Pa. 

This elaborate 136-page book is attrac- 
tively illustrated, showing the complete 
Griffin line with complete descriptive data. 
In addition a large amount of valuable 
information is given regarding finishes, 
expected frequency of operation of doors, 
rules for sizes of butt hinges, etc. 
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Hansen Says His Utility Competi- 
. tors Have Been Fair 


M. HANSEN, proprietor of the J. H. Hansen Hard- 
J ware Co., Milford, Neb., has requested that a 
® correction be made regarding the article in Harp- 
WARE AGE, issue of March 26, 1931, wherein it was stated 
that he had sold 90 per cent of the gas appliances pur- 
chased in his town. This article was sent to HARDWARE 
AcE by a special writer, who resides in Nebraska, and 
was published in good faith. It seems, however, that 
through some error the correspondent overstated the 
comparative amount of business done by the hardware 
firm in question. “In regard to 90 per cent of the busi- 
ness,” writes Mr. Hansen, “we know that this is entirely 
wrong. We are glad to state, however, that we are enjoy- 
ing a very good business in natural gas appliances. We 
have sold to date 45 appliances, amounting to $3,176, or 
an average of $70.56 per sale. We are much pleased 
with our volume. We have two competitors, one of which 
is the Iowa-Nebraska Light & Power Co., and we wish to 
say at this time that both competitors have been very fair. 
The Iowa-Nebraska Light & Power Co. has given us an 
equal chance with them to get the business, and we feel 
sure that any hardware dealer who will play square with 
the same utility company that we have here, will get the 
same square deal in return. However, the dealer can’t 
expect to sell gas appliances without a lot of hard work. 
“Our advice to hardware dealers is to get to work and 
get some of this business. It is yours and you are entitled 
to it. If you don’t go after it, some one else will, and 


you can’t blame them.” 


Meadows 
Press Ironer 


The Meadows 
press ironer is of- 
fered in power and 
hand models. Pow- 
er model is avail- 
able with or with- 
out table and the 
hand model may be 
obtained with or 
without table or 
with table and top. Ironing shoe is of heavy gray iron, face 
highly polished, chromium plated, size 34 in. by 12 in. Press- 
ing surface is more than 390 sq. in. Wide edges of iron are 
highly polished and chromium plated, being adaptable for 
ruffle ironing. Heating equipment is offered as follows: elec- 
tric, Westinghouse, 1400 watt, ribbon type, improved heat 
element, natural or commercial gas, gasoline, bottled gas of 
any standard brand. Motor is 1/6 hp. Westinghouse, mount- 
ed directly over gear case with glass hard worm, operating 
into cast iron worm gear. Clutch is of special throwout type, 
foot operated. Lock operates with hand control for adjust- 
ing for thick or thin clothes. Special table top may be 
mounted on ironer for other uses when ironer is not being 
Finish is light buff with polished trim. The 
Power 





operated. 
Meadows Mfg. Co., Bloomington, IIl., is the maker. 


press model is illustrated. 
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The Morse Line 
includes 
High Speed and Carbon 
DRILLS 
REAMERS 
CUTTERS 
TAPS AND DIES 
SCREW PLATES 
ARBORS 
CHUCKS 
COUNTERBORES 
MANDRELS 
TAPER PINS 
SOCKETS 
SLEEVES 














Returning 
business 
is seeking 
the 
well stocked 

store 


ITH manufacturers 
returning to normal 
schedules, tool sales are 
increasing, for the dealer 
who can deliver the goods. 


The whole MORSE line— 
drills, cutters, reamers, 
taps and dies — offers an 
opportunity for buildin? 
up profits on the increased 
demand for dependable 
production tools. 


MORSE Tools, with their 
known ability to decrease 
production waste, are pro- 
fit producing, tools for the 
user and the dealer alike. 





MOR SE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS..U.S.A. 











In the Manufacturing 
Plant 


In the Garage 
In the Sehool Shop 
In the Home Workshop 
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—you will find a market for Brown & 
Sharpe Tools wherever accurate work is 
done. 


A background of over 80 years of satis- 
factory performance on every type of pre- 
cision work, together with a continuous 
program of advertising to the tool users in 
your locality, helps to draw tool users to 
the store which properly displays the 
Brown & Sharpe Tool line. 


You will find it to be one of your consist- 


ently profitable lines. Brown & Sharpe 
Mfg. Co., Providence, R. I. 


Brown & Sharpe 
Tools 


“World’s Standard of Accuracy” 











-Cireulars Aid Louisiana Dealer 
to Keep Money in Own 
Community 


S an aid toward keeping the money being spent 

A in his community in it, instead of graciously 

standing aside while large sums were being 

sent to mail order houses, J. J. Lewis, proprietor 

of the Lewis Hardware Co., Hammond, La., decided 
to do something about it. 

In starting his campaign, Mr. Lewis is using cir- 
culars which are worded as follows: “It now gives 
us pleasure to be able to buy goods and sell them 
to you at the same price you pay from mail order 
houses. 

“For instance—auto tires and tubes, oil cook 
stoves, Cadet water heaters, 30-gal. range boilers, 
bicycles, cook stoves. Hundreds of other hard- 
ware items. Just bring in your cash. 

“Then you have our personal guarantee and ser- 
vice should anything go wrong. Further, you have 
a little chance getting back some of the money that 
you spend with us, while it is a settled fact that you 
will never get a nickel back from any mail order 
house that you spend your money with. Just bring 
in any mail order catalog and we will meet any 
price.—The Lewis Hardware Co., Hammond, La.” 

Hammond is situated in the Florida Parishes and 
is a popular trading center, having a population of 
about 4000. Mr. Lewis declares that it is his in- 
tention to use the circulars, or similar ones, all dur- 
ing 1931. They are inclosed with every monthly 
statement sent out from the store and one is in- 
serted in every package, while several are always 
on view on the counters in the store. For the pur- 
pose of making price comparisons easy for the 
prospective customer, copies of mail order house 
catalogs are kept in a convenient store location. 

With further reference to meeting mail order 
competition, Mr. Lewis said: “Of course we can- 
not meet all of their prices at a profit, but we can 
meet all of their prices and not lose any money. 
At the same time we keep the money at home and 
build up the reputation of our store. Whether the 
accusation is just or not is not for me to say, but 
it is generally conceded that hardware stores have 
the reputation of being high-priced establishments. 
At least this attitude exists in our locality, and we 
are trying to counteract its effects.” 

As examples of several items on which the store | 
can meet mail order competiton and make a good 
profit at the same time, Mr. Lewis cited the follow- 
ing instances all from the same nationally known 
mail order house catalog: “Page 675—E-Zest Way 
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Oil Range. Mail order price, $42.50. Freight to 
Hammond, $2.50. Drayage from depot to house, 
50c. Labor uncrating and setting up stove, 50c. 
Postal money order, 10c. Making the total sum 
$45.60, before it is ready for use, to say nothing 
of delay in getting it. In contrast, Mr. Lewis states 
the same stove costs the store $32 delivered, which 
enables the concern to make a good margin, meet- 
ing the mail order price and giving immediate de- 
livery on the stove. 

“On page 337 of the same catalog bicycles are 
quoted at $26.75. When the purchaser pays $2 
express charges and another dollar for assembling 
it ready for use the bicycle has actually cost him 
$29.30. We are able to purchase the same bicycle, 
delivered, for $22.45. While we do not make much 
money in this particular instance, we do not lose 
any, and at the same time maintain our reputation 
for being able to meet prices. 

“In the same catalog, on page 689, a Cadet water 
heater is priced at $10.75. To this amount freight 
of $1.25 must be paid, as well as 50c. for drayage 
from station. Stamp and money order costs add 
10c. to the total, making the actual cost to the pur- 
chaser $12.60. We can buy this heater for $7.50, 
so you see that we can make a profit on these items, 
and many other articles will run the same way if 
we will only look them up.” 


Empress Heat 

Regulator 
Empress Heat Regulator type B has thermostatic heat con- 

trol and is made for the home heating plant. 





automatic type. When the thermometer shows a sign of 
heat above the mark at which it is set, it automatically starts 
the motor unit. Motor in turn operates chains which actuate 
draft in the lower door of the furnace and also the check 
draft in the chimney pipe. If the temperature falls one 
degree the process is reversed. Thermostat is of an- 
tique bronze finish, while the motor unit for basement is 
‘ finished with royal blue crystal lacquer front. Suggested 
retail selling price is $30.00. Dealer cost is $20.00. Bowen 
Products Corp., Auburn, N. Y., is the maker. 
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PIN TUMBLER 


PADLOCKS 








AGLE Pin Tumbler Extruded Brass 

Padlocks are “Quality” locks—certain 
to please the customer who knows what he 
wants in security and service—attractive to 
many customers who will gladly accept their 
hardware man’s judgment on quality. 


| A few moments of selling time are required 


| to sell any padlock. It pays to make those 
few moments sell Eagle Extruded Brass 


Padlocks. 
ef@WONe 


The Eagle Quality Line 
Wood Screws 


Stove Bolts 
Cabinet Locks 


Store Door Sets 


Night Latches 
Padlocks 


Trunk Locks 
Front Door Sets 
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EAGLE ele: ice CO. 
26 Warren Street -- New York 


Branch Offices: 
521 Commerce St. 177-179 N.FranklinSt 14 Bedford St 
Philadelphia, Pa. Chicago, Ill. Boston, Mass 
Works at Terryville, Conn. 
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The Wolves of Lenox— 

How their name spread the width 
and breadth of the land. In a fear- 
some chorus of barks and sav- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
and clean cutting teeth — when 
— of Lenox were on the 












SERS 
Popularity That WEES 
Insures Greater SSS ST 
Hack Saw Profits! WPS 


Popularity that has spread 
to every corner of the 
iand—a demand for “the 
tools in the plaid box”’— 
from shops and men to 
whom hack saw blades of 
super-strong, quick cut- 
ting and long lasting 
qualities are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan_ will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 


The tools in the Plaid box 


American Saw & 
Co. 
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Springfield Mass. 
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== XTRA QUALITY 


—pHOvel 


Hard to Wear Out 


The tough, wear-resisting im- 
plement steel used in our 
shovels makes them hard to 
wear out. 

The “X-TRA QUALITY” makes 
EXTRA SALES. A pattern for 
every need. 


Ask your jobber. 


The Ingersoll Steel & 
Dise Co. 


Successor to 
The Indiana Rolling Mill Co. 


New Castle, Indiana 
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Sixteen Page Newspaper Supplement 
Commemorates Horton’s 60th 
Anniversary 


Horton Manufacturing Co., Fort Wayne, Ind., a six- 

teen-page supplement was issued as a part of the 
Sunday, April 5th, edition of the Fort Wayne Journal- 
Gazette. The supplement outlines in an interesting manner 
the progress of the company since 1871, when it was estab- 
lished as a washing machine manufacturing concern. The 
modern methods employed in manufacturing Horton wash- 
ers and ironers are described in detail. Concerns, who 
provide materials used in making Horton products have 
taken space in the supplement to congratulate the com- 
pany on its anniversary and to describe the merits of their 
respective materials as used if producing Horton home 
laundry equipment. The original Horton washer as it ap- 
peared in 1871 is illustrated. This machine is said to 
have been the world’s first mechanical washer. 


A. M. Dood, general sales manager of the company, in 
sending out copies of the special supplement to the trade, 
expresses the belief that it will serve to inspire confidence 
in the future. It is Mr. Dodd’s opinion that a reassuring 
note will be sounded by thus vividly showing the progress 
made by the Horton Mfg. Co., from its humble beginning 
sixty years ago, to its present enviable position among the 
leading manufacturers of home laundry equipment. As a 
parting thought in the letter which accompanied the sup- 
plement, Mr. Dodd said: “Fear must be destroyed and 
confidence is the weapon. We have tried to do our part.” 


[T° commemoration of the sixtieth anniversary of the 





A Tip for Your Store Paper 


look over the daily papers and notice the number of 
items which refer to little personal happenings to 
practically unknown individuals. 

Here are a few sample headings gleaned from a single 
edition of a large city newspaper: 

1. Juror excused to attend his 6wn wedding. 

2. Seven-year-old boy travels alone from Norway to 
Wisconsin. 

3. Idle Westchester carpenter takes job as caddie. 

4. English girl Queen of Virginia Apple Fete. 

5. Deaf mutes “sing” hymn in sign language. 

None of those mentioned are nationally known. Most 
of them never had their names in the newspapers before. 
And yet—thousands of people read those items about to- 
tally strange and unknown persons. Such items practi- 
cally comprise the newspapers for a large number of 
readers. 

People are naturally inquisitive. They want to know 
the intimate, personal things about other human beings. 
Even in this age of “hustle and bustle” people give time 
and attention to what is printed, if it is expressed with 
human interest, regardless of whether the reader has had 
any contact with, or any reason to be interested in the 
object, person or group which is written about. 


T you are publishing a store paper, it will pay you to 
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CADMIUM PLATED 
HARDWARE 


Udylite 
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Quick Sales 
Greater 


PROFITS 


Order NOW Gheiba 
for Spring Trade \ 









OUT OF SIGHT — 
AND OUT OF MIND— 


Display . . . display . . . display 
. and still more display. 





. 15¢ - ym. 
PROMPT REPAIR MEANS DOUBLE WEAR 


What is out of sight is largely WILDER & COMPANY CHICAGO 


out of mind. Let your stock 





do its own measure of selling. 


Meet the Big Demand for Sole Leather 
There is a continual stream of 
Many men are repairing the shoes of the family. 


articles in HARDWARE AGE WILDER'S Display Cabinet contains just the leather 
: : f jf they need. Priced right to sell quickly from cabinet 

to aid you in effective window shown. 
: The “Junior” assortment consists of 1 Dozen each of 
and counter displays. 15c, 20c, 25c and 30c Grades of Half Soles and 1 Package 


of Lion Strips and Squares. Both Half Soles and Strips 
may be bought separately and sold independent of the 


Keep in Step With This Modern Trend Cabinet if desired. 
SOLD THROUGH JOBBERS 


Send us name of your jobber and receive, FREE, a 
sample pair of “LION” Taps, value 25 cents. 


WILDER & COMPANY 


Manufacturers Since 1877 


1038 Crosby St., Chicago 
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WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company Limited, 660 St. Catherine Street West, 
Montreal, P. Q. 


Walworth International Co., 19 Rector St., New York, 
Foreign Representative 


T @ | 


THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohio. 
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Growing disregard for prop- 
erty rights increases demand 
for Fence protection for hun- 
dreds of homes, neighborhood 
parks, playgrounds, miniature 
golf courses, factories, etc. 

Year-round business. Good 
margin. No investment in 
stock. Highly rated, success- 
ful pioneer company. Write 
TODAY for our interesting 
proposition. 


The Stewart Iron Works Co., Inc. 
737 Stewart Block Cincinnati, Ohio 
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1e symbol of 
quality in chain 


There is an ACCO Chain for every 
industrial, farm and home purpose— 
in bulk or made into specialties. 
Concentrate on this profitable 
quality line. Made by the world’s 
largest manufacturer of welded and 
weldless chain. 

AMERICAN CHAIN CO., Inc. 

Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chotns 
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Coming Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
ConvENTION, Edgewater Park, Miss., April 20, 21, 22, 
23, 1931. Headquarters, Edgewater Gulf Hotel. Charles 
F. Rockwell, secretary-treasurer, American Hardware 
Manufacturers’ Association, 342 Madison Avenue, New 
York City. Sidney St. J. Eshleman, secretary-treasurer, 
Southern Hardware Jobbers’ Association, 704 New Orleans 
Bank Building, New Orleans, La. 


AMERICAN STEEL & Heavy HarpwarRE ASSOCIATION 
ConvENTION, William Penn Hotel, Pittsburgh, Pa., May 
18, 19, 20, 1931. B. R. Sackett, secretary-treasurer, 505 
Arch St., Philadelphia, Pa. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Hotel Marion, Little Rock, May 27, 28, 1931. L. P. Biggs, 


secretary, 815 Southern Trust Building, Little Rock. 


CaROLINAS HARDWARE ASSOCIATION CONVENTION, Greens- 
boro, N. C., June 9, 10, 11, 1931. Arthur R. Craig, secre- 
tary, 804-806 Commercial Bank Building, Charlotte, N. C. 


MINNESOTA ReTarL HarRpwARE ASSOCIATION CONVEN- 
TION, Jan. 26, 27, 28, 29, 1932. Place of meeting to be 
decided later. Chas. H. Casey, manager-treasurer, 2344 
Nicollet Ave., Minneapolis. 


MissIssipP! RETAIL HARDWARE ASSOCIATION CONVENTION, 
Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. Guy 


Nason, secretary, Starkville. 


NATIONAL ASSOCIATION OF PURCHASING AGENTS, INC., 
ConvENTION, Royal York Hotel, Toronto, Canada, June 
8, 9, 10, 11, 1931. G. A. Renard, secretary-treasurer, 11 
Park Place, New York City. 


NATIONAL ELectric LicHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Conven- 
tion Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 1931. 
A. Jackson Marshall, secretary, 420 Lexington Ave., New 
York City. 


NATIONAL RetTaiL HARDWARE ASSOCIATION CONVENTION, 
Hotel Cleveland, Cleveland, Ohio, June 22, 23, 24, 25, 
1931. H. P. Sheets, Managing Director, 915-935 Meyer- 
Kiser Bank Building, Indianapolis, Ind. 


New ENGLAND RETAIL HARDWARE DEALERS ASSOCIATION 
CONVENTION AND EXHIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 80 Federal St., Rooms 415-16, 
Boston, Mass. : 


NortH Dakota Retait HarRDWARE ASSOCIATION Con- 
VENTION AND EXHIBITION, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


SoutH Dakota Retatt HarpwarReE AssociaTION Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
manager-treasurer, 2344 Nicollet Ave., Minneapolis, 


Minn. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 13, 14, 1931. Walter Harlan, secretary-treasurer, 
701 Grand Theater Building, Atlanta, Ga. 
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WICKWIRE BROTHERS 
BRONZE Wire Cloth 


ABSOLUTELY RUSTLESS. Not af- 


fected by salt air, acids, or gases. Made 
from a special alloy of 90% Copper and 
10% Zinc. 

Only FULL GAUGE wire used. We con- 
14, 16 and 18 mesh 
100 lineal 


trol every operatioin. 
wire, in 18 to 48-inch widths. 
ft. to the roll. 


Ask your jobber. 


B 











SAMSON CORD Reis WORKS 


BOSTON, MASS. 


We te) © a OO) 59D, 

SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 





Fast, Easy Sales 


Rose Screen Door Checks sell, and SELL FAST! Novel counter 
demonstrator convinces. With the Rose Selling Plan you can double 
your check sales without extra effort. 


The Rose is for all light doors. 
Swift, silent, closes all the way. 
Simple in construction, strongly 
built, beautifully finished. Easy 
to attach. And popular priced. 
A spring and summer leader. 


Ask Your Jobber Salesman 
Frank Rose Mfg. Co. 
Hastings, Nebr. 
SCREEN DOOR General Sales Agent: JOHN H. GRA- 

HAM & CO., INC 7 113 Chambers St., 
New York; Washington St 


565 W. - 
& ea ECK Chicago, Ill. ; 268 Market St., San 
Francisco, Calif. 





They Safeguard Securities Carried 
By Bank 


Messengers 


» Many leading banks 
y provide PEERLESS 
Handcuff Accessories 
to protect the securi- 
ties carried by their 
messengers. 

A PEERLESS Handcuff is fastened to one end of a five- 
foot chain and a three-inch ring is secured to the other end. 
Also used this way for transporting a single prisoner. Sim- 
ple, practical and efficient. Send for folder and prices. 





Peerless Handcuff Co., Springfield, Mass. 








GAINING IN POPULARITY 
PAINE 
Spring Toggles 


For attaching any object to 
hollow walls or ceilings. 
Simplest and Quickest in 

Operation 
Any size— Any Style — Any 
Finish 
Send for free samples—Sold thru jobbers. 


THE PAINE COMPANY 


2955 Carroll Ave. 79 Barclay St. 
Chicago, Ill. New York, N. Y. 
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Why the “COES”’ Gets a “Big Hand” 


When it comes right down to real per- 
formance the sturdy COES Wrench never 
disappoints. Your customers know they 
can depend upon its strength and endur- 
ance in, every test. Seven popular sizes 
for all requirements. Your jobber will 
supply you promptly. 


BEMIS & CALL CO., Springfield, Mass. 

















Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 











Merchandising 
METHODS 


That’s the keynote for 
1931. Are you fully 
prep#ed to master 
this problem in your 
own store? If not, our 
service department 
can be of valuable as- 
sistance to you. To 
get your copy of “‘The 
Story of Jim King 

Hardware Man,” 





simply tear out this 
ad and mail now, 
while this page is 
before you. . . (no 
obligation). 


HELLER 


Merchandising Systems 


W. C. HELLER & CO. 
a Ohio 





New York Office: 20 Vesey St. 
Suite 500 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 
Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from ployed pted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 


POSITION WANTED: CAPABLE hardware, mill supplies, plumbing, 
fixtures, building materials, cutlery, hotel restaurant supplies, and catalog 
and price service man; desires connection with manufacturer or jobber. 
30 years’ experience wholesale hardware, etc. having charge of buying, 
sales promotion, sales staff, correspondence, merchandising as used by 
hardware jobbers. Highest credentials. Address Box J-227, care of 
Harpware Ace, New York City. 

HARDWARE MAN—Anmerican, married, age 30 years, 10 years’ traf- 
fic experience. Shiping, receiving and stock clerk. Familiar with hard- 
ware, auto accessories, electrical and plumbing supplies and house fur- 
nishings. Also have inside sales ability. Desires position with jobber, 
manufacturer or retail store. New York City preferred. Salary no ob- 
ject. Can furnish A-1 references. Address Box J-190, care of Harp- 
ware AGE, New York City. 

SALESMAN—tTwenty years’ experience selling to Hardware, Elec- 
trical and large Department Stores in Chicago and Central West. Have 
personal contact with the best trade. Was for years leading manufac- 
turers’ representative. Of late with nationally known Electrical product. 
Open for line of merit where sales ability can show proper returns. 
The very best of references. Address Box J-270, care of Harpware AGE, 
New York City. 

POSITION WANTED—Salesmen with fourteen years experience and 
large acquaintance in the manufacturing trade, wholesale and retail 
hardware, mill, plumbing, machinery and automotive jobbers in New York 
State, Maine, Vermont, New Hampshire, desires a position with a reputable 
manufacturer. 38 years old, married. Excellent references. Address 
Box J-183, care of HarpwAre AcE, New York City. 


SALESMAN, experienced, long connected with the hardware trade, seeks 
sales accounts for eastern Pennsylvania, New Jersey and Delaware. Also 
calls on large industrial plants. Correspondence invited from leading manu- 
facturers wishing active representation. Salary or commission; state de- 
tails in first letter, Address Box J-273, care of Harpware AGE, New 
York City. 

SALESMAN, 10 years’ experience, established following selling Hard- 
ware, Furniture, Variety and Department store trade in Illinois and 
Eastern Iowa. Married, desires connection with responsible manufacturer 
or large jobber. Can furnish A-1 references as to character and general 
qualifications. Address Box J-252, care of HArpwarE AGE, New York City. 


HARDWARE SALESMAN who has had retail and wholesale experience 
in all branches, exceptional sales record, desires substantial position with 
jobber or manufacturer in Metropolitan district. Acquaintance with trade 
and best of reference. Age 35, single; travel anywhere. Address Box 
J-271, care of HarDwareE AcE, New York City. 

SALESMAN, Southern States. Southerner, age 30, now employed as 
salesman for company rated AA-Al, desires permanent sales position in 
South. No side line. Willing to travel extensively. Excellent references. 
Address Box J-241, care of Harpware Ace. New York City. 
































HELP WANTED 


Bet Saled; Dibaiet OF Wie GARG: soc cc cccswnscccccstscece 
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Four Consecutive Insertions, 10 Per Cent Discount 





EXPERIENCED young salesman wanted to travel exclusively for old 
and established manufacturer calling on hardware, electrical and plumbing 
jobbers throughout eastern territory. Salary and expenses paid. Address 
reply to Box J-235. care of Harpware Ace. New York Citv. 


STATE AGENTS with autos to cover retail hardware trade and sell 
Wonder Weeders and Wonder Lawn Shears. Address WONDER MAN- 
UFACTURING COMPANY, 621 Smythe Bldg., Cleveland, Ohio. 





BUSINESS OPPORTUNITIES 


Set Solid, Minimum of Five Lines..........+ 
l1-Inch Box Display...........+- coves 
Four Consecutive Insertions, 10 Per Cent Discount 











FOR SALE ¢t< SACRIFICE 


Modern plant, 36% x 80 ft., concrete block con- 
struction with concrete floor, with machinery, tools, 
dies, patent rights, stock and office equipment. 
Located in Ohio. 

Completely equipped to manufacture a variety of 
wood or metal products for which there is a wide 
demand. Plant can start operation within 24 
hours. 

Have been doing a successful business on Pea and 
Bean Hullers, Lima Bean. Hullers, Combination 
Hullers, Juice Extractors, Knife Sharpeners; also 
Adult and Juvenile Exercisers. Inventories con- 
servatively at $22,000. 

Poor health, total blindness and death of daughter 
force quick sale. Will sell at $15,000 and make 
terms reasonable to right party. 


Address Box J-260, 
c/o Hardware Age, New York City 














Brand New Bit Brace Extension Shank 
ready for distribution; absolutely strong, only two parts, 
can’t get out of order; follows 9/16 hole; introductory 
price of $1 for 12 inch lengths, $1.10 for 15 inch, $1.20 
for 18 inch, $1.30 for 21 inch. Address G. E. Carter, 
Wilmington, Delaware, Box 210. 























WANTED: A partner, active, willing to invest $25,000 in wholesale 
see iALES REPRESENTATIVES WANTED | judtcie'Rievir es tients 7m 
ee Ye sade SALES ACCOUNTS WANTE 

SALESMAN WANTED—Must now be calling on Hardware and | iimch Box Display..-.----.--.csssssscecess cia peepertahtt $5.00 


Housefurnishing Jobbers in Wisconsin, Illinois and Indiana to carry fast 
selling line on commission basis. Prefer man handling only one or two 
other lines. Minnesota, Iowa and Missouri also open. State in detail 
lines now carried and exact territory covered. References required. Ad- 
dress Box J-265. care of Harpware AGE. New York City. 


SALESMEN WANTED—Men experienced in Builders’ Hardware. Large 
nationally know# manufacturer has attractive proposition in small controlled 
territories. Lib€éral commission basis. Must have own car. Will assign 
territory to permit working from home. Address Box J-274, care of 
Harpware AGE, New York City. 

MAN WANTED to sell electrical and plumbing supplies to the retail 
hardware trade in New Jersey. Good opportunity. Prefer man now call- 
ing on trade but not essential. If you are a hustler we are looking for you 
and will cooperate fully with you. Address Box J-275, care of HARDWARE 
Ace, New York City. 

STOVE Manufacturer of National Reputation requires the services of 
men who have had considerable — selling stoves to dealers on the 
East Coast and Southern States. ive particulars in first letter. Address 
Rox 1-244. care of Harpware Ace, New York City. 

EXPERIENCED HARDWARE SALESMAN who is acquainted with 
Sussex and orris County territory. Also know the trade. State 
experience and references. Address Box J-276, care of HARDWARE AGE, 
New York City. 

ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
lb. basis. Fast —s side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 
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Four Consecutive Insertions, 10 Per Cent Discount 








Have You a Good Distributor 
for New York City and 
Adjacent Territory? 


An old established hardware house of the highest reputa- 
tion for more than a half a century is in a position to 
handle additional hardware lines in the Metropolitan Dis- 
trict. Our salesmen cover the higher grade of retail 
stores throughout this territory and can take care of a 
few more lines of hardware of quality high enough to 
match our other lines. Address Box No. J-240, care 
Harpware AGE, New York City. 














SALESMAN—Acquainted with hardware jobbers and large retailers in 
Ohio, Indiana, Kentucky and New York open for good connection. Refer- 
ences from present employer. Address Box J-272, care of HARDWARE 
Ace, New York City. 


HARDWARE AGE 
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Some of the products made by 


ATLAS TACK 
CORPORATION 
FAIRHAVEN, MASSACHUSETTS 









ATLAS QUALITY HAS BEEN STANDARD SINCE 1810 


ONIIGNVH PY? LHO19a4 JAWS 






















SPEAR CAP | REMRAK posta | 


Fastened eS : 
OPENS AND | ecw! “ot a] Are you get- 
close | . 
RE-SEALS YOUR | G00 é ting your share 


erch . 
MILK BOTTLES Shoes in neat rows off the floor. 20 in. 


and 24 in long. In black or bronze 
finish. 


| of Poultry Net- 
| ; os ting profits? 





DOESN’T SPILL 


It “‘Spears the Cap’’ PANCORAK sent eaie 


on the bottle and a 
Holds 12 pot lids 
quarter turn removes 2 : . 
the cap without = covers and ae The ne t x in g 
splashing or spilling =a, for pots, ° 
Sy pans. oF with the Rooster 


a drop of cream or — pS Le > 
milk. Also acts as a / other ar- se 
sanitary cover until sation, is y trade- ark ill 
the milk is consumed. n, long m Ww 









wide" Con: ! help you to in- 

: crease your busi- 
ness because its 
unusual quality 


venient and 
strong, beau- 
tiful steel, 
bronze finish. 


Post paid for 
ten cents. 








DOMES of SILENC g's 200reciated by 


consumers. 
10c 






Slide Smoothly 
Softly and Silently 






At Your Jobber 


No more sewing buttons on 
Junior's clothes to have 
them ripped off again. 
Makes two sizes by rever- 
sing button. All 
metal, black, tele- 
phone finish buttons 
are applied in a 
jiffy. 


G. F. Wright 
Steel & Wire Co. 
Worcester, Mass. 

Junior can put - 
them on _ him- OUR ° &5 4 
self. And they PACKAG 
stay on! ‘ ‘ 
A CARD OF TWELVE BUTTONS Look for words Domes of Silence in- c ; 
MAILED DIRECT FOR 10 CENTS | Side each slide. 
It y ree ‘ eae Sizes to fit all furniture. Soa 
or te -ancticee. cies If your a cannot supply you—write j PERIO 


to us direct. 


. 5 Pearl Street. : Pearl St. 
R. E. Miller, Inc.,wew york city | Domes of Silence, Inc.,ncw vouk 
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Growing markets—profitable markets—mar- 
kets that afford unparalleled opportunities for 
pump and water system business—the extreme 
water shortage that prevailed during 1930 has 
created water consciousness among folks in all 
walks of life who were hit by the drought. 
Many of them will be ready to buy new and im- 
proved pumping equipment during the months 
just ahead. Myers Self-Oiling Power Pumps 
and Water Systems will meet this market in its 
entirely. Nationally advertised, with a style 
and size range for any service up to ten thou- 
sand gallons of water per hour, the Myers Line 
stands ready to support any sales efforts for 
business in any locality. From homes and 
farms to industrial, commercial or vacational 
installations, the dependability and adapt- 
ability of Myers Self-Oiling Power Pumps and 
Water Systems to a broad field of service is 
unsurpassed. 


























Write or wire for catalog and information. 


snr E.,MYERS & BRO.co: 


ASHLAND, OHIO. 

















aa meme wy { 


tt @ , omnglll “— cates 


PUMPS FOR EVERY PURPOSE -WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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NELSON LAWN GOODS. 


‘Crisket’ 
A Highly Popular Series Sprinkler 
with Adjustable Valve in each head 


S| 


ORIGINAL 
CLINCHER MENDER 


A threaded end 


Here is a quick 1 rip 
cap is included 


seller that is 


WON'T OVER 





rapidly gaining in popular- 
ity. A series of 5 or more is 
economical to construct by 
using sections of cast-off 
hose. It forms an adjust- 
able sprinkling system, 
easily moved. Many are 
also used as single sprink- 
lers. 


Y Se 
aT nfl 


All 











L. R. NELSON MFG. Co., Inc. 
Peoria, Illinois 


with every Cricket, making a 
complete sprinkler of each. 
Adjustable valve in each head 
assures exactly uniform 
sprays. Swivel hose connec- 
tion prevents kinking. Broad 
base 914” long keeps sprink- 
lers upright when _ being 


moved. 








Catalog and Electros on Request 


SOLD ONLY THROUGH JOBBERS 


SQUARE FOUNT) 
SPRINKLER 


CROWN" SPRINKLER 


AIN 
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